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Rough Proofs 


Now that Coca-Cola says it’s all 
rigit to order a coke, maybe the 
embattled meat packers will decide 
to give up their losing fight on hot 
dogs. 

v v v 


Silliman Evans says the reason 
he makes so few public speeches is 
that they bored him so as a re- 
porter. It’s too bad more business | 
executives don’t serve an ap- | 
prenticeship in the fourth estate. 


. ¥ 


The Chicago Sun will shine for 
all as long as it can, so perhaps the | 
Tribune will soon have a new ally 
in its fight to extend daylight sav- 
ing. 


7, FV ¥ 


If you heard someone referring 
to advertising as “noisy, brutal, 
silly,’ don’t be too indignant; it 
was Only Jim Young applying the 
paternal paddle to the spots where 
it would do the most good. 


7, Vv F 


OPM officials who are discourag- 
ing advertising of scarce materials | 
may have overlooked the trifling | 
fact that defense industry users still | 
need all the information about them | 
they can get. | 

| 


> + F 


Leon Henderson must be looking | 
for a good place to land in "some 
well-rated advertising agency. Any- 
way, he’s come out strong for in- | 
stitutional advertising. 

a a 

Egg cartons are now offered as 
the newest advertising medium. No 
doubt they will be guaranteed to 
carry good will advertising just as 
long as the eggs do. 


vgy¥s iy 


Westbrook Pegler and Rough) 
Proofs have finally won their major 


bjectives. Union racketeers are | 
taking up free quarters in the 
oosegow, and advertisers are 


igreeing not to print it Xmas. 


7 = 


Advertisers who are quoting old 
adies as saying “Fiddlesticks!” to 
express deep irritation are invited 
‘0 listen in on any women’s club 
meeting. Their vocabularies are a 


ot more interesting than you 
thought. 

v v v 
A satisfied customer of Webb 
toung, Trader, writes, “Your ties 


re absolutely unique. 
ractically nothing 
eal 

It's a good thing for him they’re 
nade of all wool. 


I have worn 
else for two 


. © 


A ‘ot of people were startled out 
{a year’s growth when Hide & 
“at' er announced, “Last Contracts 
\warded by War Department.” But 
f course they were contracts for 
0e lasts. 


a 


The girls in the five-and-ten are 
ing to be subjected to scientific 
les training. Fortunately they 
“ill vet it the painless way, through 
he movies. 


 v 9 


It won’t be long now. The Hot 

Stov, League is just about ready | 

’ Oren the dampers. 
Copy Cus. 


; 


| representatives of 


| solve mutual op- 


|Independen t 


| of 50,000 watts power.” 


INTRODUCTION 


AT CPST os creat tut 


NEEDS NO COOKING 
gen 


jut POUR 
stir 
ond serve O™ 


Enjoy extra sleep every morning 
ond still have a hot breakfast 


Féece \NSTANT RALSTON 


Ralston Purina Co. is using this 110-line 

flewspaper ad as one of several to in- 

troduce its Instant Ralston, new hot 

éereal that needs no cooking. Gardner 

Advertising Co. is the agency. (Story 
on Page 8.) 


Affiliates of 
Networks Form 


Organization 


E. C. Pulliam Elected 
Head; Plans Fight on 
Super-Power 


Chicago, Nov. 18.—Organizational 
steps were taken here today by 75 
some 85 or 90 
independent net- 
work - affiliated 
radio stations to 
eration problems 
and to “stimulate 
the growth and 
development of 
the American 
system of broad- 
casting.”” Hereto- 
fore known as 


Broadcasters, 
Inc., the organi- E. 
zation adopted 
the name of Network Affiliates, Inc. 
Eugene C. Pulliam, WIRE, Indian- 
apolis, was elected president. 

One of the principal stated objec- 
tives of the NAI is “to organize and 
prosecute a fight against permitting 
super-power operation by existing 
clear channel stations or in excess 
The NAI 


cS. Pulliam 


holds that the development of 
super-power would create a dan- 
gerous monopoly of broadcasting 
power in the hands of a few and 


would concentrate the outlets mold- 
ing public opinion and policy, at 
the same time weakening regional 
and local outlets to a point where 


| they would be unable to serve their 


own communities properly. 
Some progress was reported by 
NAI yesterday in its efforts to reach 
(Continued on Page 28) 
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Higher Magazine 


Rates Protested 
by Two Agencies 


Pedlar & Ryan, Kastor 
Join ANA in Urging 
Other Revenue 


New York, Nov. 19.—One of the 
stock arguments tossed into the face 
of advertisers by their critics 
namely, that advertising costs im- 
pose a burden on the consumer 
which might well be lightened—ap- 
peared this week to be taking an 
ironical twist when it was learned 


| that two advertising agencies have 


added their voices to the pro- 
tests uttered by members of the 
ANA at Hot Springs last week, de- 


manding that magazine publishers 
look to sources other than advertis- 
ers for increased revenues to cover 
rising costs of production. 

In letters sent to leading maga- 
zine publishers, Pedlar & Ryan and 
H. W. Kastor & Sons agencies as- 
serted that increased rates at this 
time can only result in decreased 
magazine linage, and urged publish- 
ers to raise subscription prices and 
cut down their promotion expenses. 

The Pedlar & Ryan letter read as 
follows: “We believe the recent rate 
increase announced by the 
Publishing Company for the Ladies’ 
Home Journal and Satswrday Eve- 
ning Post makes it important for us 
to be on record with you as to our 
attitude and feeling towards the 
problem publishers face in having 
to obtain increased revenue to meet 
increased publishing costs. 

All Costs Up 

“We realize that the costs of pub- 
lishing in the last year have in- 
creased—our clients have had the 
same experience in manufacturing 
their products. 

“However, we believe’ strongly 
that to advertising rates to 
meet these increased costs, thereby 
putting the burden upon the adver- 
tiser, is putting it in the wrong 
place. Such action would mean re- 
ducing a manufacturer's total ad- 
vertising effort in the face of in- 
creased prices to his consumers and 
the probable need for extra adver- 

(Continued on Page 30) 


raise 


Deny Priorities Pressure 
Against Appliance Copy 


Utilities 
sure from Washington 
Against Advertising 


BY IRWIN ROBINSON 


New York, Nov. 18.—Despite the 
fact that defense requirements have 
imposed severe restrictions on pro- 
duction schedules for 1942, manu- 
facturers of electric household 
equipment will continue their co- 
ordinated merchandising on a scale 
comparable with that of the record- 
breaking year just past, it was 
learned here today when industry 
leaders gathered to discuss plans 
for the Modern Kitchen Bureau. 
| At the same time, light was shed 
on the promotional problems fac- 
ing public utility companies 
throughout the country whose ad- 
vertising in behalf of current-con- 
suming appliances is known to be 
displeasing to defense officials in 
Washington Although the latter 
have not specifically ordered cur- 
tailment of such advertising, there 
have been several reports of pres- 
sure exerted in this direction when 


| power companies applied for prior- | 


ity ratings on 
ment. 


Copy Changed Radically 


generating equip- 


Curtis | 


That electrical equipment manu- 
|facturers as well as utility com- 
|panies have decided to continue 
their advertising, but to alter their 
copy radically, was indi- 
cated by discussions at the Modern 
Kitchen Bureau meeting, which fol- 
lowed close on the heels of a con- 
vention of the International As- 
sociation of Electric Leagues held 
in Washington last weekend 

The keynote of the latter meet- 
ing was sounded by J. S. Bartlett, 
manager of the Washington league, 
who asserted that “conservation” is 
the appeal that should be promoted 
in local advertising for the duration. 
He pointed out that public utilities 
must necessarily restrict their load- 
building activities and cited 
logical alternative an educational 
campaign directed not at direct 
sales as appliances but to show how 

(Continued on Page 2) 
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as the 


Last Minute News Flashes 


Swertfager, Hixon Form New York Agency 


New York, Nov. 21 
Wheelock Company, and Harold W 


Advertising Corporation, to form a new agency, known as 
49th 
iccount executive on Seagram, M1 


Hixon, with headquarters at 
ing Wheelock a 
four 


40 E 


years advertising director at 


& Thomas for eight years and with Vacuum Oil Company Mi 


was New 


& Thomas. Formerly he was with 


New York, Nov. 21 
Old Fashioned oats will key a new 


poration in newspapers and radio, it was learned today. 


New York Daily News is currently 


Walter M. Swertfager has resigned from Ward 


Brown & Thomas 
Swertfager & 
York. Before join- 
Swertfager was fol 
previously with Lord 
Hixon 


Hixon, Jr., from 


street, New 


Seagram and 


York creative chief for Ward Wheelock before joining Brown 


J. Stirling Getchell for seven years. 


Redesign H-O Oats Package for New Drive 


Development of a new package design for H-O 
campaign for Hecker Products Cor- 
A test in the 


weighing headline appeals and pro- 


motion of the package has started over seven radio stations in New York, 


Philadelphia, Buffalo, Boston, Providence and Syracuse 
is a daytime serial, “Judy and Jane 


The 
the 


program 
iccount. 


” 


Maxon, Inc., directs 


“Reader's Digest” Circulation Over 5,000,000 


Pleasantville, N. Y., Nov. 21.—Reader’s Digest revealed today that its 
net paid circulation is now more than 5,000,000 monthly, excluding 
200,000 circulation for the English edition and 380,000 circulation for the 


Spanish language edition 


New York, Nov 


\Lifebuoy Soap, Shaving Cream to R & R 


21.—Lever Brothers Company has appointed Ruth- 


rauff & Ryan as agency for LifebuOy soap and shaving cream, effective 


Jan. 1. 
i % 
> ge te ¥ 
A geadly eh 
er gal : 


Report Pres- 


OPM, OPA Spokesmen 
_ Claim No Priority 
"Clubs'' to Be Used 


BY A. P. MILLS 


Washington, D. C., Nov. 19. 
Another denial of intent to attack 
advertising obliquely was entered 
today by official spokesmen of de- 
fense agencies in answer to the 
charge that the priority power is 
being used as a club to enforce such 
suggestions as the one which seeks 
to discourage utilities from heavy 
promotion of power - consuming 
appliances. 
| It has been reported that some 
utilities have been unable to get the 


necessary cooperation from the 
Office of Production Management 
on priority applications without 


revising their advertising programs, 
insofar as appliance campaigns are 
concerned. 

A spokesman for the power sec- 
tion of OPM expressed doubt that 
the advertising policies of utilities 
jare given any consideration in 
making priority recommendations. 
It was pointed out that it is the 
responsibility of the power section 
to do everything possible to alle- 
viate a shortage and that priority 
applications for equipment needed 
to maintain or increase the power 
|}output get speedy attention. 


Power Saving Small 
The spokesman added that the 
amount of power that could be 


saved through curtailment of appli- 
ance promotion by utilities would 
be too small to be important in the 
whole conservation program. He 
explained that the efforts made by 
J. A. Krug, chief of the power 
branch, to discourage appliance ad- 
vertising by utilities stem more 
from the effect of such advertising 
on public morale than from savings 
to be achieved. In the Southeast- 
ern area around Atlanta, where 
power curtailment is now in force, 
consumers are being asked to co- 
operate by cutting their use of elec- 
tric current. Housewives are being 
asked to keep refrigerator doors 
open no longer than necessary and 
to turn off lights when not in use 
In such an atmosphere, it was con- 
tended, heavy advertising of appli- 
using current seems unrea- 
sonable. 

A representative of the Priorities 
Division also denied that priorities 
have been used as a club over 
advertisers. He said that individual 


ances 


applications are determined upon 
their merits, and that advertising 
policies are no concern of the 


Priorities Division 

The Division of Civilian Supply, 
which has jurisdiction over non- 
defense products whose output is 
being curtailed in the interests of 
defense, denies use of the 
priority power to curb advertising 
Attention was called to the address 
made last week at Hot Springs by 
Leon Henderson, who is civilian 
supply director as well as price ad- 
ministrator, to refute the report 


Admit “Club” Use 


That “clubs” of one sort or an- 
other used upon occasion by 
defense officials is freely admitted. 
Mr. Henderson's Office of Price Ad- 
ministration, for example, has little 
else with which to force compliance 
with price ceilings His organiza- 
tion operates without express statu- 
tory authority, but is usually able 
to enforce its will in some fashion, 


also 


are 
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as an example revealed today indi- 
cates. Earlier this month the Sim- 
mons Company raised the price of 
its Beautyrest mattresses $5, and 
others in the industry made similar 
increases. Today, Mr. Henderson 
was able to announce that Simmons 
had agreed to rescind the increase 
and that other manufacturers are 
expected to take similar action. 

During committee hearings on 
the price control bill, an OPA 
official argued for retention of the 
licensing power then embodied in 
the bill by saying, “We need it as 
a club in the closet.” This was 
interpreted as meaning that the 
power would not be used unless 
necessary. The committee scrapped 
that part of the administration pro- 
posal. 


jones Joins WJJD 


Robert Jones, who has been with 
WCLS, Joliet, Ill., for two years, 
has joined the sales staff of WJJD, 
Chicago. 


CHROMART 
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Appliance Copy to 
Continue Despite 


Production Curbs 


(Continued from Page 1) 


the use of electricity is in tune with 
national needs for conserving re- 
sources, 

The crying need for emphasizing 
use of existing appliances, rather 
than purchase of new equipment, 
was brought out at the meeting by 
R. A. Jones, manager of the Cleve- 
land league, who disclosed that a 
recent survey in that city showed 
157 appliances in 275 hemes not in 
use. He asserted that in normal 
times promotion of the use appeal 
had been woefully neglected. 

The conservation theme, with 
food in the limelight as an essential 
defense factor, regarded as the 
logical copy approach to be used in 
Modern Kitchen Bureau advertising 
during the coming year. 

One pertinent aspect of appliance 
merchandising during 1942, which 
may have figured prominently in 
the manufacturers’ decision to per- 
mit no advertising letup, was dis- 


IS 


costs, 


cussed at last week’s Washington 
meeting by Arthur Hirose, research 
and promotion manager of McCall’s. 
He warned the industry that those 
who anticipate the continuance of a 
seller’s market may be doomed to 
disappointment. He insisted that 
the appliance field will actually face 
due to 


a buyer’s market next year 
the avalanche of buying for an- 
ticipated needs that boosted sales 


to recora heights this year, and be- 
cause of heavy taxes, higher living 
the building of fewer new 
homes, curbs on instalment buying 
and defense finance drives. 

“Any national economic adjust- 
ment, like the one we're going into, 
means selective spending eco- 
nomic spending call it what you 
will,” he said. “This means that 
just because in 1941 women and 
their mates bought a flock of house- 
hold appliances, they will not neces- 
sarily buy all you can give them 
next year, without any prompting 
on the appliance industry’s part. 
There will always be a weighing of 
values, a new refrigerator versus 
new furniture, a new kitchen range 
versus new rug for the living 
room, a new radio receiver versus 
payment on a new car. All I ask is 
that we get rid of any complacency | 
the appliance industry may have 
and go out and do a sales job.” 
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"g it a 


@ You've felt it. 


like this, you get so that vou 
release from tension and worry. 


fainment, 


That, we contend, is the on 


ness these day Ss 


ftainment. ‘Today, radio is the 


more than ever, 


Today 


big 


we've felt it, everybody's telt it 


crave 


world’s 


therefore, 


in times of stress 


nothing in the world but a 


You want amusement, and enter 


new fact in the advertising busi 


in times of stress, the world turns to happy enter 


biggest mass entertainer 


radio is in step with the times. 


lor results today, put vour advertising message in the mood of the 


day, in the medium of the day. 


or station data of any sort, we 


believe 


Radio! And 


if vou need market 


you know where to get it. 
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Early Action on 
ANA-Four A's 
Project Expected 


Steering Committee 
May Meet This Week on 
Joint Program 


New York, Nov. 19.—Last week’s 
historic Hot Springs meeting stood 
out as a major topic of conversation 
in advertising circles here this 
week, as all eyes were trained for- 
ward for a crystallization of the 
rallying call that drew pledges of 
support from national advertisers, 
agencies and media. 

While the proceedings of the 
joint ANA-Four A’s_ convention 
were being mulled over by those | 
who attended and digested by | 
others, plans were in the making 
for an early meeting of the steering 
committee in charge of the project, | 
at which the next step in the pro- | 
gram will presumably be outlined. 
Indications are that such a get-to- 


gether will take place next week, | 
with representatives of the ANA 
/consisting of Lee H. Bristol, Bris- 
tol-Myers Company; A. O. Buck- 
ingham, Cluett, Peabody & Co.; 
Cc. G. Mortimer, General Foods Cor- 
poration; Harold B. Thomas, Cen- 


| taur 


after 


and Paul B. West, 
president. Representing 
A’s will be T. D’Arcy Brophy, 
Kenyon & Eckhardt; E. DeWitt 
Hill, McCann-Erickson; 
LaRoche, Young & 
liam Reydel, 
pany; Thomas L. L. Ryan, 
Ryan; and Frederic R. 
managing director the Four 

The forthcoming Harvard study 
of the economic aspects of advertis- 
ing is receiving increasing emphasis 
as a clue to the basic 
broad, educational program. The 
report comprises more than 300,000 
words and its publication 
the first of the year is being | 
eagerly awaited. Indications are | 
that salient points in the study will 
be dramatized and made available 
for use by all branches of the ad- 
vertising field. Although media 
representatives are not expected to 
be invited to the initial steering 
committee meeting to be held 
shortly, it expected that their 
participation will be enlisted 
soon as the program strategy jells. 

The planners of the Hot Springs 
meeting emphasize the fact that the 
support of all who are concerned 
with the future of advertising and 


Company; 
ANA 
Four 


Wil- 


Rubicam; 


Gamble, 
of 


IS 


as 


| the preservation of the free enter- 


| prise 
| Leading trade 


will be welcomed. 
associations, 
the ANA and the Four A’s, 
woven into the over-all pattern. It 
known, for example, that the 
Advertising Federation of America 
has mapped a new educational pro- 
gram to be pursued through adver- 
tising clubs, and the expectation is 


system 
will be 


Is 


that this will be dovetailed with 
whatever activities grow out of the 
Hot Springs convention. 


“Liberty” Starts Show; 


FP. W. Fitch Renews 


Liberty has launched a news pro- 
gram featuring Paul Sullivan 
commentator on 22 stations of the 
Columbia Broadcasting System. The 
program will be broadcast Tuesday 
and Thursday from 6 to 6:10 p. m. 
EST. Erwin, Wasey & Co. directs 
the account. 

F. W. Fitch Company has renewed 
the “Fitch Band Wagon,” effective 
Dec. 27, on 115 stations of the Red 
network of the National Broadcast- 
ing Company. The show is aired 
Sunday from 7:30 to 8 p. m. EST. 
through L. W. Ramsey Company. 


as 


Vick Elects Appley 

Lawrence A. Appley, aide to Sec- 
retary of War Stimson in develop- 
ing the civilian organization of the 
army, has been elected a_ vice- 
president of Vick Chemical Com- 
pany, New York. Mr. Appley has 
resigned his former business con- 
nection as educational director of 
Socony-Vacuum Oil Company, New 
York. 
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Disastrous INFLATION 


Can be Prevented by Reducing Farm Production Cosu 
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Using newspapers, Ferguson-Sherman 
Mfg. Corp., distributor of Ford tractors 
and Ferguson System farm implements, 
urges modernization of high-cost farms 
with low-cost equipment in order to jrim 
production costs, the “key factor in ‘he 
cost of living.’ Fuller & Smith & Ross 
is the agency. 


Trim February 
Auto Production 


to 43.9 Per Cent 


Washington, D. C., Nov. 
Passenger car production next Feb- 


19 


ruary will be restricted to 43.9 per 
cent of output in the same 194] 
month, the Office of Production 
Management ruled today. The 
order, issued by Leon Henderson as 
Civilian Supply Director, vas 


Chester J. | 


| 
| 


A’s. | 


pattern of a} 


shortly 


accompanied by a warning that this 
reduction of 56.1 per cent may have 


to be raised still further and that 
“there is no guarantee that suffi- 
cient materials will be available to 
meet maximum production allow- 
ances in any consumers’ durable 
| goods field.” 

The curtailment means that for 
the first seven months of the cur- 
rent model year from Aug. 1, 1941, 
lto March 1, 1942, the over-all 
reduction will be 39.7 per cent. For 
the full model year, the (cut is 
|expected to amount to at lId@ast 50 
| per cent of last year’s total. Under 
ithe February schedule, the big 
| three General Motors, Chrysler 


land Ford- 


will be reduced at least 
59.3 per cent. Smaller producers 
Studebaker, Hudson, Nash, Pack- 
ard, Willys-Overland and Crosley 
will be cut an average of 15.7 per 
cent. Packard and Willys, whose 
output was seasonally low last Feb- 
ruary, will be permitted to increase 
their total. 


Lytle Joins “Parade” 


Rutherford to “Fortune” 


outside | 


Harry B. Lytle, Jr., Chicago rep- 
resentative of Fortune, has left t 
post to become advertising manage 
of Parade, Sunday newspaper sup- 
plement published by Marsha 
Field III. He will make his head- 
quarters in Chicago. 

John R. Rutherford, head 
Newsweek's Chicago office, wil! suc- 
ceed Mr. Lytle in the Chicago offic 
ot Fortune. 
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The grinding of the lens 
by the Corning Glass 
Works was first told in 
The American Weekly 

in a full-page article 
published on May 13, 1934, 


: 
: 
; 


R 10 penetrate the Universe 
— Power to move America! 


In 1942 the moon will be brought within 24 
miles of the earth—or so it will seem to a group of 
astronomers gathered on Mt. Palomar, California, 
for their first look at the heavens through the Cali- 
fornia Institute of Technology's new telescope. 

In this great telescope is a 200-inch mirror—twice 
as large as the largest ever made before—a great con- 
tribution to Science. 

The Giant of Palomar will disclose limits in the 
universe never reached heretofore—double the light 
of truth for the minds of people. 


What is power? 


In a telescope it is the ability to pick up the 
faint light of stars a billion light-years away. 


To the advertiser who desires to widen the scope of 
his activities, The American Weekly offers the greatest 
force in advertising —BIG COLOR PAGES with the 
greatest circulation in the world—to tap the greatest 
mass market of all time at the lowest cost in the history 
of advertising. They multiply visibility—provide the 
GREATEST size, within the view of the MOST people. 

A cycle of these BIG COLOR PAGES—or smaller color 
units or black-and-white space punctuated by BIG 
COLOR PAGES—will inspire the sales force, get dealer 
co-operation and store display, in fullest measure, and 
build up a consumer response beyond anything else in 
the entire field of advertising. 

And if the advertiser is a star of lesser magnitude, 
the power of The American Weekly will make his 


from an executive of Matteson-Fogarty-Jordan Com- 
pany, Chicago advertising agency: 
",.. you might like to know just how the Associated Distrib- 
utors’ (Chen Yu Nall Lacquer) advertisement, which ran in the 
March 2 issue of The American Weekly in the space of 108 
lines, came out. 
“As you know, this ad cost $1,026 and, to date, we have re- 
ceived a total of 11,303 coupons which call for 25¢ each. 
This shows a cost of a fraction of a cent over 9¢ per inquiry. 
1 might add that it is still pulling.’ 


A national advertiser has this choice: To concentrate 
his advertising dollars and do a major job, reflected 
in the giant “200-inch mirror” of The American 
Weekly—or to be seen less clearly by scattering his 
appropriation with a little radio, a little magazine, a 
little newspaper and a little outdoor. 

The American Weekly has a new, major presentation, 


In a magazine it is the ability to interest and announcements seen... though his advertising space | showing where the dollars are NOW! .. . where these - 
teach more minds than any other. may be as small as 28 lines. For these advertisements dollars can be reached most economically NOW! It’s 
also enter the same 7,323,945 homes... For example, worth the time of any executive to listen to the story 


The American Weekly, the magazine distributed 
nationally through 21 great Sunday newspapers, is 
unique. It is the “Giant of Palomar” which enables an 
advertiser to bring his product's name, appearance and 
merits within view of the buyers in 7,323,945 homes 
(A.B.C. figures for 3 months ended March 31, 1941). 


the following two paragraphs in a letter just received 


Greatest 


Circulation 
in the World 


of “THE ADVERTISING DOLLAR.” 


“The Nation’s Reading Habit” 


Main Office: 959 Eighth Avenue, New York City 


Branch Offices: Weanst Bune, Cricaco 5 Winturor Square, Bostos 
101 Manterra St... AtiLayta 


Gesenat Morors Broc., Derrorr 


Ancape Bune, St. Lowe Hassa Bioe., Coevereso 


Foneos Bipe.. Los Avceres Hesest Bioe, San Pranctsco 
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November 24, 194) 


Shihien Mayne Cemeney 


Charles H. Mayne Company, Los 
Angeles, has been named to direct 
the advertising of Pacific Chemical 
Company, maker of Pronto cleaner. 


COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 


KFA 


WICHITA 
KANSAS 


Call Any Edward Petry Office 


Chicago Paper 
Is Named ‘Sun’; 
Staff Completed 


Chicago, Nov. 19.—Chicago’s new 
morning newspaper emerged as the 
Chicago Sun this noon, as Publisher 
Silliman Evans revealed the name 
—selected yesterday afternoon—to 
an overflow meeting of the Chicago 
Federated Advertising Club, at 
'which Rex Smith, editor, also 
spoke. 

The exact date on which the 

|paper will hit the streets is still 
undetermined, Mr. Evans said. Pub- 
lication of trial issues will begin the 
night of Nov. 24, and will continue 
daily thereafter until all 
inary wrinkles have been ironed out, 
'“We don’t intend to produce 
first issue until we have convinced 
|ourselves that we can hit the streets 


prelim- | 


the | 


under the auspices of the 
paper Radio Committee, returning 
to Chicago to handle initial phases 
of the Sun’s promotion as part of 
his duties with the Branham Com- 
pany, which will represent the Sun 
nationally. 

Other recent additions to the staff 
include George McGivern, formerly 
space buyer at 
Hummert, Inc., as assistant to the 
advertising director; Dan Doody 
and William Stice, national adver- 
tising department; H. R. Knicker- 
bocker, chief of the foreign staff; 
Phil S. Hanna, former editor of the 
Chicago Journal of Commerce, 
business editor; 
formerly of the Chicago Herald- 
American, assistant business editor. 


Gannett Names Blanchard 
Lafayette R. Blanchard, for the 
past six years managing editor of 


News- | 


Bedding Makers 


May Expand New 


Blackett-Sample- | 


| tional 
and Otto Smucker, | 


| portance 


the Rochester Times-Union, has| 
been named director of the news 
|and editorial office of Frank E. 


with the best paper possible,” Mr. 
| Evans said. 
| Newest addition to the business | 


| staff of the paper is Carl H. Sund- 
berg, for the past several years | 
director of research for the Bran- 
|ham Company, who will be promo- 
ition manager. Mr. Sundberg has 
recently been on leave of absence to 
develop a factual picture of the 
newspaper - radio 


| York, has opened an office at 6253 | 


| Gannett Newspapers. 


Opens California Office 
Al Paul Lefton Company, New 


|Hollywood boulevard, Los Angeles. 


| Platte, 
ownership field | branch. 


The agency is taking over the local 
personnel of Anderson, 
which has discontinued its | 


The Bride 
who couldn’t be 
married 


ER FATHER, 
social leaders 
“Our whole 


who is one of 
of Memphis, 


event. But your society editors say 
able to publish her 


nouncement on your society feature page 
you are planning a series of special art and can’t 


give us any definite date when you 
picture. She can’t be 


that one thing is certain. It 


family is very much upset. 
my daughter’s wedding will be an important social 


picture with the wedding an- 


married until her 
does appear in the Sunday Commercial 
just isn’t done. 


you give 
wedding?” 


me 


some 


her 


idea 


so we can plan 


Occasionally we ourselves become casual about the 


this, which make 


We think 
they won't be 
It seems 


can carry her 
picture 
Appeal— 


Can't good business. 


THE MEMPHIS 


COMMERCIAL APPEAL 


influence of The Commercial Appeal. 
thing we have come to take for granted. But then 
repeatedly we are confronted with instances like 
us realize again how deep are its 


history of 101 years. 
Appeal is the greatest force these people know! 


. i 5 ihe 4 


a 
on; 
A 


It is some- 


roots ... how much it sways the life of its readers 

how profoundly it has become intertwined 

the business and about the fiber and the breath of the people of the 
explained to us: Mid-South. Today, more than at any time in its 


The Memphis Commercial 


Certainly it offers the surest key to successful ad- 
vertising—a great newspaper with an unparalleled 
reader influence, covering one of the most pros- 
perous markets in America. 
of America’s most prosperous markets—listed for 
months as a top “high spot city” 


And Memphis is one 


with abnormally 


The Commercial Appeal and 
The Press-Scimitar are the two 
great Scrippe-Howard newspa- 
pers serving Memphis. Repre- 
sented by the National Adver- 
tising Department of Serippe- 
Howard Newspapers, 230 Park 
New York Also in 
», Detrok, Philadelphia. 
is and San Francisco. 


Avenue, 
Chica 
Mem 


Davis & |° 


Drive to Weeklies 


Chicago, Nov. 19.—A new series 
of institutional advertisements 
keyed to the defense effort has 
made its appearance in some of the 
country’s major markets, this time 
under the sponsorship of the Na- 
Association of Bedding 
Manufacturers, with full page 
newspaper copy stressing the im- 
of sleep in the current 
emergency. Although only nine 
newspapers are on the schedule at 
present, there is a possibility that 
the campaign may be expanded to 
include weekly magazines, provided 
the association gives its approval at 
the annual meeting here early in 
December. 

The four advertisements, each 
with large art, thus far prepared by 
the agency, Wallace - Lindeman, 
Inc., Grand Rapids, Mich., employ 
such headlines as “Fatigue, the 
saboteur — vanquished by sleep,” 
“America preparing for another 
|} energetic day!” “For lack of sleep 
| the battle is lost!’ and “More and 


more production demands better 
and better sleep.” All copy carries 
the line “Sponsored in the interest 


of national well-being by the entire 
bedding industry.” All four inser- 
tions are scheduled for November 
except one, the release date for 
which has not yet been revealed. 
Newspapers thus far scheduled 
include: evening, Birmingham 
News, Chicago News and Houston 
Chronicle; morning, Birmingham 
Age-Heraid, Memphis Commercial 
Appeal, New Orleans Times-Pica- 
yune, New York Times, Pittsburgh 


| Post-Gazette, San Francisco Chron- 


icle and Washington Post. 
Appropriate window exhibits and 
interior displays, including reprints 


|of advertisements and display cards 


, to home 


| 


/casting Company’s 
will be effected early in 1942 when | 


| subsidiary 
‘according to 


from the association, 
furnishings 
means of effectively 
the campaign. 


NBC Blue Network 
to Be Subsidiary 
Corporation 


New York, Nov. 19. 
separation of the 


are suggested 
retailers as a 
tying in with 


Complete 
National Broad- 

two 
the Blue chain will be set up as a 
corporation of NBC, 
information revealed 
this week. 

Originally scheduled to take place 
this year, establishment of the new 
corporation was put off when the 
Federal Communications Commis- 
sion postponed the effective date of 
its new regulations. Under the FCC 


order, NBC would be forced to dis- | 
pose of one of its two networks. 
Edgar Kobak, vice-president: in| 


charge of Blue network sales, has 
| been mentioned as the likely head | 
of the new corporation. 

The new 
step in a instituted 


program, more 


| » 
| than a year ago, calling for eventual 


| 


networks | 


move will be the final | 


FOR BETTER . SLEEP 


MORE AND MORE PRODUCTION 
demands better and better sleep 


This 
placed in newspapers by the Nat ona! 
Association of Bedding Manufact. 


full-page institutional copy was 


ers 
Chicago, through Wallace-Linde man 
Grand Rapids, the agency. 


G-E to Expand 
Promotion of 
Plastics Line 


New York, Nov. 19. — Confident 
of new and expanding markets fo; 
plastics, General Electric Com 
this week released plans for an ad- 
vertising program on a vastly in- 
creased scale for 1942. 

According to Donald S. MckKen- 


| zie, sales manager of the plastics 
| department, “plastics will continue 
top progress” and G-E intends to 
“reflect that confidence to manu- 


facturing industries through ad' 
tising.”’ 

Devoted to the promotion of plas- 
tics for industrial use, the program 
will inform customers of new 
velopments and offer help in th 
solution of problems resulting from 
the national emergency. Insertions, 
the majority full page, are sched- 


uled for Business Week, Electrica! 
Manufacturing, Electronics, Indus- 
trial Equipment News, Lighting and 
Lamps, Machine Design, Magazine 


Modern Plastics and New 
The account 


of Light, 
Equipment Digest. 
handled direct. 


Corning Gets Injunctions 

Corning Glass Works, Corning 
N. Y., has brought its total of in- 
junctions against violators of 
trade acts to 83 with the granting 
of six new restraining orders affect- 
ing sellers of Pyrex ware. 

In each of the cases, involving 
Brooklyn, New York, and Hoboke 
dealers, besides the restraining or- 
der against sale of Pyrex below the 
fair trade price, Corning wi 
awarded judgment with costs 


| 
| 


| 


YOU'VE 
Gort TO BI 
A“ OUICh 
CHANGE 

ARTIST 
| TODAY! 


separation of all activities of the loose-lea! binding 
two networks. Sales operations, | a 
“he . helps keep catalogs, " 
with some exceptions, were di- | sresentations abreast with price #0 
vorced in 1940, and in August of | terial changes without fus b 
| this year NBC announced that Red Unique seissor-like action" ak®* 
j}and Blue billings would no longer red te akan ' 
be combined for discount purposes. | mane cae aeetaah 
Two distinct sales departments! — mere eMeciency. 10 colors and? 
were set up several months ago and | ! | nickel in 4” to 40” lengths. Writ 
sales traffic was divided more re- i for same of teenese sear ¥ 
cently. SWING-O-RING " ine. 
—— € Dic. of The Fred Goat ( 


WOR Launches FM Outlet 
York, 
will be dedicated | 


FM station W7INY, New 
owned by WOR, 
officially on Nov. 
transmitting on a 
watts, 


30 when it starts 
power of 10,000 
10 times its present power. 


Opens New Office 

Firestone Advertising Agency, St. 
Paul, has opened a 
office in the Rand Tower. 
office will be headed by Robert B. 
Mandell. 


Minneapolis 
The new 


318 Dean St., Broot 
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THERE’S NOTHING “ETERNAL” ABOUT THIS TRIANGLE! 


It’s strictly a here-and-now problem, with many a good business man caught in the middle 


“NOTHING DOING, SKIPPER!" insists the sales 
manager. “You can't pass that increase onto the 
consumer. If you raise prices, sales take a dive!” 


+ “DON'T BLAME ME, BOSS!" says ihe 
production chief, “but rising prices of 
raw materials and higher hourly wages 
sent your cost of production way up 
this year.” 


“RED INK AHEAD!" warns the treasurer. “With 
rising costs of production and virtually static 
prices, your margin of profit is disappearing fast.” 


AND THERE IS A WAY OUT— 


Lower Your Cost of Distribution... By Buying Blue! 


Trapped in a triangle? Don’t be dis- 
couraged! Harder working advertising 
dollars can lower your cost of distri- 
bution and eliminate the necessity of 


Blue stations are located where the 
buying power is heaviest, strategically 
placed to cover markets, not areas. 


Blue power is allocated to conserve 


hour is 44% less than their major net- 
work competition. 
‘The moral—reach more ears per dollar: 


buy Blue! 


raising prices. our budget, I loving costly hig] 
st Citi de | ; , 
_ ‘ y J . &¢ » BY< Mploying costly High WE HAIL: 4 more new Blue adver- 
| ‘Today's unique economic pattern power stations only where such power tisers who have signed with us since 
rE ‘ . . ‘ -_ ce mareseary last month’s ad was published: 
I. calls for greater efficiency in advertising  eeoeee y: ——aa 
~ expenditures, even in radio, admitted- “Blueplate” dis , AP News Broadcasts 
y! in a cal of dj ueplate” discounts enable you to P BALLANTINE & SONS 
~— 7, oe eS Cae OS eee. expand your network with your budget Three Ring Time 
poe aaneiel ea cult al ime P LORILLARD & CO 
. ; total time cost. ‘REAM OF WHEA’ 
iG for the streamlined Blue Network of a aa 
7 . . . . 
iit NBC because the Blue costs from 4 Blue evening commercials have reached 
5 or c . . . : oe ’ . 7 he . . 
‘i 11— 36% less per thousand listeners... a CAB average of over 1o., yet thei NATIONAL BROADCASTING CO. 
wnt for four very good reasons: average talent expenditure per quart, A Radio Corporation of America Service 
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Bowman to B-S-H 


Philip G. Bowman has_ been 
appointed radio producer for Black- 
ett-Sample-Hummert, Chicago. He 
formerly was production chief for 
WBBM, Chicago. Richard Faulk- 
ner, who has been a staff producer 
at WBBM for three years, has suc- 
ceeded to Mr. Bowman’s post. 


GO PLACES AND DO THINCS 
528 Label Ideas for the asking 


EVER READY LABEL CORPORATIC 
148 EAST 26th STREET NEW YORK. N.Y 


|mented by car cards 


Century-Old Firm 
Runs First Copy, 
Finds It Produces 


New York, Nov. 19.—As the re- 
sult of its first venture into adver- 
tising, Alfred V. Smith Company 
this week reported record sales and 
began to formulate plans for the 
extension of the newspaper cam- 
paign for Puritan split peas into 
new territories. 


Success of the campaign, begun | 


Sept. 15, is indicated by volume 
which last week was already equal 
to last year’s total for the entire 
season. 

The current effort is carried in 18 
newspapers in New England, New 
York and Philadelphia, supple- 
in the two 
York 


radio station. With the ex- 


ception of a few districts in the 


Middle West, distribution is con- 
centrated in this section. Extension 
of distribution is expected to fol- 
low the campaign. 

Copy appearing once and twice 
weekly in 100 and 60-line sizes 
plays up the “old fashioned good- 


/ness” of the packaged split peas and 


their use as a soup 
Their “no soaking” 
cooking” qualities 
emphasis. 


ingredient. 
and “quick 
receive special 


Company 100 Years Old 


Reference in the copy to 
pleasure of “great-grandpa” when 
“great-grandma” served him Puri- 
tan split peas is explained by the 


fact that the Smith company began | 


operations more than 100 years 
ago, selling beans, barley, split peas 
and tapioca in bulk. This method 


of distribution was continued until | ing Company and will publish the 
the | 


about four years ago when 
company began packaging its prod- 
ucts in a cardboard box with 
in a 


cased cellophane wrapping. 


the 


|combined with Radio Today, 


; @/ January. The purchase brings the 
cities and promotion on a New )|cellophane window, the whole en-| publication back to the men who 


Radio promotion for Puritan split 
peas began on Dr. Shirley W. | 
Wynne’s participation program on | 
Station WHN in 1940, and is part of | 
the current campaign. 

First copy in the campaign fea- | 
tured the 10-cent price in order to | 
make sure that dealers passed on | 
to consumers a reduction in price | 
from 15 cents. With the necessity | 
of raising prices again, mention of | 


the cost has been eliminated from | 


copy. 
Byrde, Richard & Pound directs | 
the account. 


Caldwell-Clements 
Buys “Radio Retailing” 


Caldwell - Clements, New York, 
publisher of Radio Today and Radio 
Yearbook, has purchased Radio Re- 
tailing from McGraw-Hill Publish- 


first issue of a combined publication 
under the name, Radio Retailing 
in 


started the paper in 1925. 
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Upjohn 


VITAMIN PRODUCTS 


STOPPING SHOPPERS WITH HUMAN 


CONSULT FORBES FOR 


loved ones . 


= pjpohns — 
SS SUERMES Prem es” ye 


INTEREST 


GAIN NORMAN ROCKWELL has captured and depicted the 

full power of a true-to-life situation incident to the health of 
... the theme of all Upjohn displays which year after 
year maintain the interest, acceptance and good will of dealers and 
shoppers. For three years Forbes has been privileged to create and 
produce these Upjohn displays; at all times keeping them lively yet 


dignified, powerful yet in good taste, productive yet ethical. A large 
assignment — but well within Forbes’ capacity for originality, ingenuity 
and craftsmanship. 


CREATIVE CO-OPERATION 


FORBES & 


LITHOGRAPH CO. 


Pr Gear sie © SUT U Rh 


NEW YOR K 


CHICAGO 


CLEVELAND 


ROCHESTER 


TALKING IT OVER 


‘2. ss 


Between sessions of the ANA-Four A’; 
meeting in Hot Springs, current prob. 
lems get a going over between (left to 


right), R. S. Peare, General Electric 

Hugh W. Hitchcock, advertising 

manager, Packard Motor Car Co.: and 

W. W. Romaire, advertising and sales 

promotion manager, Plymouth division 
of Chrysler Corp. 


Pay-as-You-Ride _ 
Insurance Newest 
Wrinkle in N. Y. 


New York, Nov. 18.—To stimu- 
late the business of its broke; 
clients, White & Camby, Inc., in- 
surance underwriter, this week of- 
fered ‘“‘pay-as-you-ride insurance’ 
as an answer to problems raised by 
the New York State Motor Vehick 
Responsibility Act, effective Jan. | 

Unusual in its field, the campaig; 
in eight New York City newspapers 
is the company’s first consumer ad- 
vertising effort and also embodies 
first promotion of the Del Mar Fi- 
nance Plan. White & Camby’s ad- 
vertising has been limited to busi- 
ness papers. 

Appearing on a_ weekly basis 
106-line copy includes a coupon on 
which the reader is asked to list the 
name of his broker, in addition t 
his name, address and make of car, 
in order to get further details of 
the finance plan. The plan is de- 
scribed as the “answer to you 
problem of how to spread your in- 
surance premium payments, auto- 
mobile and all other lines, and 
make them easy to meet.” 

Frank Kienan & Co. is_ the 
agency. 


To Roy S. Durstine 


Macmillan Petroleum 
tion, Los Angeles, has 
Roy S. Durstine, New York, | 
direct advertising of Macmillai 
gasoline. This agency has had th 
Macmillan Ring-Free motor 0 
account for several months. 


Corpora- 
appointed 


Davidson Joins KNX 
David Davidson, formerly pub- 
licity director of KFWB, Holly- 
wood, has joined KNX, Los At 
geles, as exploitation director. 


In the (os Angeles - _ area- 
7,910,000 people ride street 
cars “SS. and buses 
every week~ {i 622 ride 


5 days | :\a week-~ 
16% ride 3 or 4 Debse ‘days 
a week ~~ 22%~~ 1,740,200 
° . 6 
ride occasionally ~~. 
in other words you not only 
get potential repeat: 
impressions but new potential 
impressions every day 10 
the month <> — 
For complete details 
and rates, write ~~ 


MAYNARD Boyce In«. 


Vhanspottadion Cavell y 
LOS ANGELES 


650 Chamber of Commerce Bid¢ 
Wi reporesttled fy Ritlmeal Tans 
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HE undersigned companies are rendering poster advertising service in 322 

cities and towns throughout Ohio covering a population of over three 
million. The monthly cost of a representative showing in these cities and towns 
during nine months of the year is $11,600.00. 


During the months of December, January and February, the monthly cost of a 
similar representative showing is reduced approximately 26%. YOU ACTUALLY 


SAVE OVER $3,000.00 PER MONTH. 


We believe a cash saving is the only sound and practical basis of adjustment 


of the seasonal difference in circulation. 


We invite advertisers and agencies to investigate this Ohio market for posting 


during the present winter season. 


CONNOR ADVERTISING CO. 
CANTON 


FINDLAY POSTER SERVICE 
FINDLAY 


GHASTER OUTDOOR ADV. CO. 
LIMA 


THE MASSILLON ADV. CO. 
MASSILLON 


THE PACKER ADV. CORP. 
HAMILTON 


THE CASE POSTER ADV. CO. 
ALLIANCE 


RODGERS OUTDOOR ADV. CO. 
WASHINGTON C. H. 


T. R. SAMMONS OUTDOOR ADV. 
MANSFIELD + MARION + NEWARK 


ZANESVILLE OUTDOOR ADV. CO. 
ZANESVILLE 


THE PACKER CORPORATION 
CANTON 


CENTRAL OUTDOOR ADVERTISING CO., INC. 
CLEVELAND + CINCINNATI + TOLEDO 
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Gets Outdoor Post 


Edward A. Pearson, formerly su- 
perintendent of Disosway & Fisher, 
Long Island City, outdoor advertis- | 
ing, has been appointed general 
manager. 


Harkness to “Look” 


Robert R. Harkness, formerly 
Western manager of Woman’s Home 
Companion, 
sales staff of Look. 


The STANDARD of COM- 
PARISON for 22 YEARS 


has joined the Chicago | 


Newspaper Ads 
Introducing 
Instant Ralston 


(Picture on Page 1) 


St. Louis, Nov. 20.—Newspaper 
advertisements, timed to break in 
specific markets coincident with 


distribution, are being employed by 
|the Ralston Purina Company to 
introduce its new Instant Ralston, 
identified in copy as “a hot cereal 
| that needs no cooking.” 

Copy features ease and speed of | 
preparation of the new _ product, | 
that it is “made from whole wheat” | 
and is “enriched with extra wheat 


germ to make it extra rich in 


natural vitamin B,.” The ssidanats 
is illustrated in copy. 

House to house sampling is being 
used concurrently with the opening 
of the newspaper campaign. Pro- 
motion materials have been sup- 
plied to retailers to tie in locally 
with the drive. 

Gardner Advertising Company, 
St. Louis, handles the account. 


Ayer Adds Two 


Wallace Magill, formerly in the 
production department of National 
Broadcasting Company, New York, 
‘has joined the radio department of 
N. W. Ayer & Son, New York. 
Piotr Dimitri, graduate of the 
Philadelphia School of Industrial 
Art, has joined Ayer’s art depart- 
ment in Philadelphia. 
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Ringling Brothers and Barnum and Bailey Circus played Norfolk 
weeks ago and what an audience they found in t! 
active area. Crowds waited in line hours to buy tickets, at big-time 
too. Every seat for both performances was sold and the 


a few 


prices, 


Combined overflow 


brothe 


in the Norfolk area. . 
all-time record here. 


SHOW ON EARTH H 
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“FIRST COPY IN 


5,000,000 Strong... 
WE DAIRY FARMERS GIVE YOU OUR WORD 


“THERE 1S 


BUTTER DRIVE 
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This full color copy in the Dec. 15 Life, 


Dairy Industry 
Opens Butter 
Drive Dec. 15 


Chicago, Nov. 19.—The dairy in- 
dustry, which has been increasingly 
perturbed by the recent activities 
of oleomargarine makers, will 
launch an aggressive campaign for 
dairy products in general and for 
butter in particular in the Dec. 15 
issue of Life. The drive will be di- 
rected by the American Dairy As- 
sociation. 

Beginning with 1942, the cam- 
paign will be expanded with color 
pages in Ladies’ Home Journal and 
McCall's in addition to Life, the in- 
sertions to continue through June. 
Butter copy will predominate, but 
cheese and other dairy foods will 


general manager and 
director of the ADA. 
“There Is No Butter Shortage in 
America” will headline 
advertisement. This and 


advertising 


ADA 
material for 


merits of dairy products. 
point-of-sale display 
the holidays will 
baked turkey. 
be stressed in 
pages. 

Dairy - producing states backing 


newspaper food 


ning of a 1941-42 dairy products campaign by the American Dairy Association 
which will continue through June. 


promoting butter, will mark the begin+ 


the ADA campaign include the Da- 
kotas, Illinois, Kansas, Iowa, Min- 
nesota, Wisconsin, Montana, and 
Washington. Other states are ex- 
pected to join the list later with the 
organization looking forward. to an 
eventual advertising fund repre- 
senting an investment of 10 cents 
per dairy cow. 


G. & W. Starts Drive... 


Gooderham & Worts, Detroit, has 
started its largest advertising cam- 
paign in several years with a series 
of four - color, full - page advertise- 
ments in general magazines. In- 
cluded on the schedule are Collier's 
and Life. First of the distiller’s 
products to be featured is G & W 
Private Stock. 


be emphasized from time to time, | 
according to Owen M. Richards, | 


the initial | 
succeed- 
ing copy will be devoted to the food | 


feature butter-| 
This theme also will | 


FACE THE FACTS 


"The Colors People Like 
is the title of our eighth C 
Facts folder. If you would like to 
"know why most women prefer 
and most men prefer blue, 
today for a copy of this 


EAGLE ane INK CO. 


DIVISION - GENERAL PRINTING INK CORP 
VENUE, NEW YORK 


a 


NNATI 
TIMORE 


jammed the track, so much so that the Hippodrome acts 


were scratched off the program. Ticket windows were closed and 
thousands turned away. When the ‘‘Big Top” stops selling tickets, 
sr, the place is packed! 
Earlier this season, another circus played eight consecutive shows 
.each one before a capacity house, setting an 


Mr. Advertiser, let us introduce you to this great audience whose 
pockets are filled with spending money and with more coming in 
each week. 


NORFOLK LEDGER-DISPATCH 


NORFOLK 


Represented hy th 


VIRGINIAN-PILOT 


hn Budd Company 


An important priority market 


Productive capacity that’s 
America’s big problem today. It’s 
the ability to speed up mass pro- 
duction, transportation and dis- 
tribution. 


Regardless of the activity, wheth- 
er on farms, in mines, mills, fac- 
tories, or any sort of industrial 
plant, transportation is the essen- 
tial part of America’s unparal- 
leled productive capacity. 


To keep the wheels of transporta- 


Member ABP-ABC 


tion turning on highways, 
on water or in the aif, 
means tremendous demands ov all 
types of transportation and ship 


ping equipment and facilities 


That is why Trarric Wor.’ 
transportation market is a priot 
ity market. When you advertise 
to it, you sell to a concentrated 
market whose activeness is neces 
sary for national defense and 
American industry in general. 
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\ir Transport Association of America F | through Erwin, Wasey & Co., Inc * Harriman, Ripley & Company, Inc. ugh J. Walter 7 < any 
\luminum Company of America . * . Ketchum, MacLeod & Grove, Inc. H. J. Heinz C lompany . \1 
\merican Chain & Cable Co., Inc. - ¢ saga. Ellis-Youngereen & Finn, Inc. * Hershey Manufacturing Company a! eee Kirk . 
\merican Credit Indemnity Company ‘ « O'Dea, Sheldon & Canaday, In. Household Finance Corporation Batten, Barton, Durstine & | 
‘merican Cyanamid Company . . , « >. « Himeard Advertising Corp. * Hygrade Sylvania Corporation Riow Company, | 
\merican Export Line . N. W. Ayer & Son, Inc. 
merican International Underwriters Com. . . Parker-Allston Associates, Inc. Inclinator Company of America MeFarland Publicity Servi 
\ merican Rolling Mill Company A > » NW. Ayer & Son, Inc. | * Interchemical Corporation “2 eA 
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Moves to New Offices 

Mac Harlan, Advertising, Chi- 
cago, has moved to 53 W. Jackson 
boulevard. 


When you use the 


MIDWEST 
FARM PAPERS 


. you get almost TWICE the farm 
coverage of the average National farm 
paper in the Midwest, and farmers 
pay almost TWICE as much per 


subscription. 
@ Prairie Farmer @ Nebraska Farmer 
@ Wallaces’ Farmer & 


@ Wisconsin Agriculturist & 
e Farmer, St. Pau 


OPM Trims Use | 
of Chlorine in | 
Paper Production 


Washington, D. C., Nov. 18.— 
Practically all grades of paper ex- 
cept newsprint will lose brightness 
as soon as current stocks are ex-| 
hausted, as the result of an Office 
of Production Management limita- 
tion order curtailing the use of 
chlorine in the manufacture of pulp, 
paper and paperboard. 

The order establishes brightness 
ceilings based on cuts in the use of 
chlorine as a bleaching agent. The} 
curtailment ranges from complete 
elimination in groundwood, the 
grade commonly used for pulp 
magazines and books, to four per 
cent in the case of 100 per cent rag 
content writing paper. 


Newspapers Unaffected 


The grayer color of paper will be 
noticeable only upon close inspec- 
tion in most cases, although a 
slightly yellow cast may result in 
some of the lower grades in which 
the use of chlorine has been cut the 
most. In general, the order means 
that virtually all grades of paper 
will correspond to standards of a 
decade ago. 


Newspapers will not be affected 
because chlorine is not used in the 
manufacture of newsprint. Al- 
| though the order became effective 


upon issuance, it is not expected to | 
| have any effect on gay paper deco- | 
rations and package wrappings f 


be used during the holiday season, 
since it does not apply to stocks 
already produced. 

The curtailment, which replaces 
a voluntary reduction program 
agreed to by paper 
months ago, is expected to 
60,000 tons of chlorine per year, 
which is about half 


chlorine entering the paper manu-| 


facturing industry annually. OPM 
promises that all of it will be put 
to direct defense use. 


Gets Entire Account 


Block Drug Company, Jersey 
City, has appointed Raymond Spec- 
tor Company, New York, to direct 
all advertising for Gold Medal 
capsules. The agency previously 
handled only the account’s radio 
advertising. 


La Rosa to Hackett 


La Rosa Macaroni Company, 
Brooklyn, has appointed M. H. 
Hackett, New York, its advertising 
agency. Andrew Luotto, New York, 
has been named to direct foreign 
advertising. 


“Elementary, 


said the observant Sherlock Holmes, when he 


my dear Watson” 


—_aTTne 


found the obvious truth that ended another 


adventure. 


Elementary, too, is the obvious truth about mag- 
azines that is the basic reason for their value. 


It was rediscovered through a study by Eimo 


Roper in August-September, 1941. 


It is de- 


scribed, without tinkling cymbals, in a presen- 
tation now in the hands of all Cosmopolitan 
representatives. 


It is not individually partisan. It does contain 


information which already has influenced some 


1942 advertising. We think it merits your at- 


tention. 


Enh 
/, anypwllan 


mills several | 
Save | 


of the new) 


eetie it 


SELF-PORTRAIT OF ARTIST-ACTOR 


| 


| 


now ready for a 


Hollywood Grabs 
Artist Wittlig 
for the Films 


New York, Nov. 19.—Advertising 
lost out to Hollywood last week as 
James Wittlig, commercial artist, 
laid aside his paint and brushes 
}and flew to the Coast to begin a 
| career as a motion picture actor. 

The campaign to deprive the ad- 
vertising field of one of its most 
prepossessing workers began some 


| time ago when a Metro-Goldwyn- | 


| Mayer talent scout spotted a hand- 
some young man in a New York 
night club. Twenty-eight years of 
age, he was over six feet tall and 
Gary Cooperish in type. Unlike the 
elevator operators, lumber jacks 
and representatives of sundry other 
occupations whom Hollywood has 
taken to its bosom, however, the 
young artist was deaf to the scout’s 
offer of a contract and insisted that 
he wished to continue his advertis- 
ing career. 

But talent scouts do not discover 
potential stars every night in the 
week and the campaign continued, 
with the result that Mr. Wittlig 
agreed to a test. After viewing it 
on the coast, Louis B. Mayer issued 
a hurry call for his appearance and 
Mr. Wittlig decided to see what 
Hollywood had to offer. 


Served Many Companies 


| A native of Marietta, O., Mr. 
| Wittlig was graduated from Pratt 
| Institute and broke into advertising 
| with Outdoor Advertising, Inc., 
where he turned out a series of out- 
door and subway posters for Bow- 


ery Savings Bank, among other 
efforts. His next moves were to 


| 
| 
|Pan American Airlines (he is also 
/a flyer) and finally to Kent Studios 
Service where he prepared art for 
some of the leading agencies. 
Among advertisers whose cam- 
paigns he illustrated were Seagram 
Distillers Corporation, The Ameri- 
can Weekly, John A. Roebling’s 
Sons Company and the Frigidaire 
Division of General Motors Cor- 
poration. He has also done story 
illustrations for Cosmopolitan. 


His Own Model 


A typical American in appear- 
ance, Mr. Wittlig often used himself 
as a model for his advertising 
sketches and drawings. In com- 
menting on his M-G-M contract, 
Walter Winchell reported that an 
|intensive campaign to make him 
“Movieland’s New Number One 
| Hero” is in the offing. Although he 
is apparently destined to play an 
important role in the dreams of the 
| feminine half of society, Mr. 
lig is married and the father of a 
seven-weeks-old son. 


Witt-| 


The young man depicted in this magazine story illustration—by James Wittli- js 
none other than Wittlig, commercial artist spotted by an MGM talent scout ond 


Hollywood career. 


Chase & Sanborn’s 
New Tins Extended 
to N. Y. Market 


New York, Nov. 19. — Standard 
Brands, Inc., has extended distribu- 
tion of Chase & Sanborn coffee in 
vacuum-packed tins to the greater 
New York area. A newspaper cam- 
paign announcing the new container 
will break later this month in New 
York. 

With the silver paper bag, re- 
placed by the new container, goes 
the dated coffee theme, formerly 
featured in Chase & Sanborn acver- 


tising. Current magazine and radio 

| promotion is built around the 

| slogan, “It’s friendship in a cup.” 
The silver package will be en- 


tirely withdrawn in the New York 
area when distribution of the cans 
has been completed. Chase & San- 
born coffee was originally pack- 
aged in cans when Standard Brands 
took it over in 1929. Packaging in 
cans, with a printed label bearing 
the date, was continued for some 
time until Standard Brands shifted 
first to a blue, and then a silver 
dated bag. 

Kenyon & Eckhardt is the agency. 


Allen Named Editor 


Frederick Lewis Allen, since 1931 
associate editor of the magazine 
and author of “Only Yesterday,” 
has been named editor of Harpers 
Magazine, New York—the sixth 
man to carry that title in 91 years 
of publishing. 


“Enquirer” Ups Marriot 

William H. Marriot, who joined 
the newspaper’s advertising staff a 
year ago, has been named local dis- 
play advertising manager of the 
Cincinnati Enquirer. 


is produced # 
one City—the 1 fh America’s fines! agrev- 
tural district. 

Three of the world’s largest packing companes 


q at ca 
rch has 


are located here and are now operat 
pacity. Over $62,000,000 worth of live s! 
been received here during the first eght months o 
this year. Large increases have been made to the 
workers within the past few weeks. Ths brings 
Sioux City into one of the most prosperous cities 


in the nation 

The world’s largest creamery is also located” 
Sioux City. Thousands of pounds of butter ane 
millions of cans of condensed milk are ig pre 


duced for army and civihan supply. Sioux City and 


its territory now ranks in the high income grou 
There is only one way you can properly reach ns 
wealthy market. That is though the of The 
Sioux City Journal. 
paol THE JOURNAL is now © ng over 
ght fone 52.000 copies daily. Its circulation § 
V. concentrated. covering 75.5 bp 
> City proper, which is far more than 
ik i> /, compefing medium 
Nee SV Why not put an “A” sche n ths 
a newspaper and reach the Amenca” 
| market which will continue ! y stabie 


> tong after the war is over 
pa a ° 


The f Sioux City joe 
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TESTING? 


Reach a big chunk of 
ILLINOIS... do your testing 
thru the DECATUR station, 


250 W. 1340, Full Time. 
Sears & Ayer, li¢P* 
Local help gi s*"™ 
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Newspaper Advertising 
Has This Important 


Advantage 


| pean advertising may be begun, stopped, 


changed, almost on the instant. This is important in 
a time when each day brings its business surprises. An 
obsolete advertisement is a loss and a possible embar- 
rassment; it may conflict with a new government regula- 
tion or a new Defense requirement. Newspaper adver- 
tising is flexible both as to time and as to place. You 
can instantly step-up your advertising in those markets 
which present unusual selling opportunities. Inciden- 
tally, no market in America offers greater potential for 


increased sales than Philadelphia—‘Victory’s Arsenal.” 


The Philadelphia Inquirer is first 
in total advertising because it is 
first in selling influence, because it 
is first in reader influence. Consid- 
ered entirely from the reader point 
of view, The Inquirer is one of the 
greatest newspapers of the world 
... great in editorial accomplish- 


ment... great in modern news- 


DAILY circulation exceeds 400,000 


Inquirer is FIRST in Philadelphia 


coverage ... great in its roster of 
distinguished writers which in- 
clude: Raymond Clapper, Paul 
Mallon, Mark Sullivan, Westbrook 
Pegler, General Hugh S. Johnson, 
Grantland Rice, George Fielding 
Eliot, B. C. Forbes and many 
others. May we send you a copy 


of this most wnusual newspaper? 


The Philadelphia Anguirer 


SUNDAY circulation exceeds 1,000,000 
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Where Do We Go from Here? | 


The joint meeting of the Associa- 
tion of National Advertisers and 
the American Association of Adver- 
tising Agencies at Hot Springs lived 
up to the advance notices as a 
highly significant contribution to | 
the study of forces working against 
advertising and the most effective 
ways of meeting them. National ad- 
vertisers and their agencies, meet- 
ing with representatives of all types 
of media, made it clear that they 
{1) recognize the threat to adver- 
tising and (2) are ready and will- 


ing to do something about it. 

The meeting adjourned without | 
taking any specific action looking | 
toward the formulation of a pro-| 
gram. Nevertheless the ground-| 
work has been laid for the develop- | 
ment of specific methods of improv- | 
ing the acceptance of advertising on 
the part of the public, of consumer 
groups, of educators and of those 


members of government who have | everywhere, 


Hence in setting up working ma- 
chinery for meeting the situation, 
it seems certain that all of the 


| 
| 
| 
| 
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Bakers Weekly 


"| said the government wanted a ceiling on prices—NOT prices on the ceiling!" 


Ad-libbing 


Don't, Please Don't 

The latest batch of British 
vertising clippings has just come in, | 
and the British Railways’ copy re- 
produced here caught our eye im- 


|tain territories or classes of trade 
ad- they do not now enjoy. In addition, 
our sales representatives will be 
supervised and directed to fulfill 
our obligation of rendering the 


groups which can contribute should 
be given a chance to do their share. | 
In other words, the job should be| 
handled on an industry-wide scale, 
with every group and interest hav- 
ing a stake in advertising afforded | 
opportunity to participate actively | 
in an effort which relates specific- 
ally to the future well-being of all | 
users, creators and media of adver- | 
tising. 

The Advertising Federation of | 
America, it seems to us, is in a par- 
ticularly good position to aid, be- 
cause of the “grass roots” character 
of its membership, which includes 
local advertising clubs all over the 
country. There is no use continu- 
ing to talk to ourselves about ad-| 
vertising and its problems, but the 
story must be carried to the public 
with the effort broken | 


the power to determine to what ex- | down into segments small enough 
tent regulations are to be imposed|to make successful effort practic- | 


upon the use of advertising. 

In his brilliant analysis of the 
background of the current attacks | 
on advertising and possible 


fine 
such 


Young mentioned the 
already being done by 


solu- | munition 
tions of the problem, James W. paign ahead. 
work | mistake 

or-| material is available. 


able. 

The Harvard study will undoubt- 
edly provide a great volume of am- 
for use during the cam- 

But it would be a 
hold back until this 
Much can be 


to 


ganizations as the Advertising Fed-| done right now to get the machin- 


| 


eration of America, the National 


ery in motion and to give every- 


Better Business Bureau and its local| body in advertising a specific as- 


affiliates and the 
search Foundation, under 
direction and sponsorship the Har- 


Advertising Re-|signment for action. 


vard study of the social and eco-| 
nomic effects of advertising is be-| of the case for and against advertis- 


ing completed. 


Now is the 


whose | time to make use of the tremendous 


interest and enthusiasm built 


through the splendid 


up 


ing at the Hot Springs convention. 


Advertising Rate Advances 


The magazine 
Association of National Advertisers 
has gone on record as opposed to in- 
creases in magazine rates until the 
publishers have exhausted every 
other possibility of absorbing higher 
costs. Members of the committee 
have suggested increased subscrip- 
tion rates and the elimination of 
bonus circulations as possible meth- 
ods of preventing rate increases. 

This is a natural reaction of buy- 
ers to increased prices. Nobody 
likes to pay more for what he has 
been getting than he has been ac- 
customed to pay. Nevertheless, it 
is true that national advertising ex- 
ecutives have been expecting rate 


committee of the| 


Publishers naturally desire to 
maintain good competitive posi- 
tions, and hence it would be an ex- 
aggeration to say that they have not 
promoted circulation. 
hand, much of the increase in circu- 
lation has 


been voluntary, ex- 
pressed in increased newsstand 
sales. Sales of magazines, like all 
other commodities, reflect public 


buying power, and they have in- 
creased because of increased cash in 
the pockets of consumers every- 
where. It is good business and 


| good economics to absorb expanded 


advances, both because of increased | 


production costs and rising circu- 
lations. Many leading magazines 
have been deliverigg such 
bonuses over guarantees as to make 
buyers wonder how long such a 


large | 


' 


situation could be continued. j 


buying power, especially in such 
directions as this, and to provide a 
legitimate outlet for additional con- 
sumer income. 

As long as advancing rates mean 
only lowered costs in terms of in- 
creased circulation coverage, we do 
not believe that users of magazines 
have serious cause for alarm over 
the prospect. 


| mediately. 


presentation | 


On the other | 


|/same complete merchandising serv- 
ice they have been trained to give 


More and more we’re 
getting familiar with copy of this) 
type, to be sure, but this is such a 
simple and complete illustration of 


greatly increasing the promotional 


what has happened to the world) activity of these lines, improving 
that we can’t help sermonizing store displays, and developing more 
aggressive sales effort. . . Our sales- 


men are instructed to maintain their 
customary trade contact, offering 


Travel only such alternate or substitute items 


wrhen you must 


” 


of materials other than aluminum. 


At present the company is manu- | 


facturing no aluminum cooking 
utensils, and its stocks are rapidly 
being depleted. The new lines taken 
on are relatively short and in most 
instances purchased by housewares 
| buyers, so that the transition is 
proving relatively simple. What 
will be done about the outside lines 
once the company finds it possible 
to return to production is being 
left for future solution. 


Leave Weekend trips 
to the Tanks 


“Experts” Take a Rap 

The fact that only one of 4,000 
“advertising experts” who = at- 
tempted to place seven subscription 
promotion letters of Time in their 
proper results sequence was suc- 
cessful, seems to us of unusual sig- 
nificance. The letter which did the 
best selling job was actually award- 
ed sixth place by the “experts,” 
who voted No. 1 rank to the letter 
which showed up third, and second 
place to the letter which came in 
fifth. 

This condition is important only 
because it tends to demonstrate, 
again, that the way to tell whether 
advertising or promotion is good is 
to test it in actual practice, and 
most certainly not to collect “ex- 
pert” testimony on its merits. This 
is particularly true with direct sell- 
ing copy, including direct mail. The 
man who can look at two or more 
letters and rank them in their rela- 
tive order of effectiveness doesn’t 
seem to exist—even if he happens 
to be the man (or the group) to 
whom the letters are sent. The 
“buying” nerve and the “expert” 
nerve seem to have no connection 
within the human body. 


British Railways are busiest at the 
weekend transporting tanks and 


guns and food and coal. 


Help to keep the Nation's life lines 
clear for these vital supplies by 


avoiding weekend rail journeys. 


BRITISH 


GOR LMS 


RAILWAYS 


LNER SR 


about it just a bit. Think of it ob- 
jectively for a moment: a group of 
railroads gets together and spends 
its money for advertising that urges 
the public not to travel at all if it 
can help it, particularly not to 
travel on weekends, and most par- 
ticularly not to travel on railroads. 
Think back two, three, four, ten 
years; would any one ten years ago 
have dared to visualize advertising 
copy which said, don't, please don’t 
buy what I have to sell? 


Keeping Salesmen Busy 
Aluminum Goods Mfg. Company 
hasn't any aluminum goods to 
speak of to sell, but it has a sales 
organization of which it’s proud, 
and it isn’t going to disband it if 
there is any way to avoid doing so. 
Therefore the company has taken 
on the selling of several non-com- 
peting lines, some available only in 


Jottings 

Harry Lazarus, director of adver- 
tising for the Central National Bank 
in Chicago, sends us a copy of the 
unusual brochure which his organ- 
ization got out to celebrate the 
bank’s fifth anniversary. It’s an 


as aluminum utensil salesmen, thus | 


as we may be able to manufacture | 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any national] 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1906. Industrial 


News Data Sheets. 


Two new data sheets have been 
issued by Industrial Equipment 
News, one of which shows coverage 
and readership of the publication 
throughout a typical large indys- 
trial plant. The other discusses ijn- 
dustrial copy and offers an idea for 
institutional and prestige advertis- 
ing which retains many of the bene- 
fits of product advertising. 


Equipinent 


No. 1907. Population Analysis of 
Metropolitan Milwaukee. 

The Catholic Herald Citizen has 
issued this population study, which 
tabulates total population,  esti- 
mated Catholic population, estj- 
mated Catholic families and Herald 
Citizen subscribers in Milwaukee's 
metropolitan area. The folder also 
includes a map and a table giving 
the location of 99 Catholic churches 
in the area. 


No. 1908. Benefits of Sign Adver- 
tising. 
National Sign Association offers 


this booklet containing the text of 
a talk made by Orville J. Grisier, its 
| secretary, before the American 
| Highway Sign Association. Mr. 
Grisier points out the value of sign 
| advertising, and while he recognizes 
| some of the faults of signs, he sug- 
| gests means of correction and ways 
| to make the medium most produc- 
ive. 

| No. 1909. Toledo Market Data. 

| The Toledo Blade has issued this 
| file folder of sturdy board, designed 
to hold a continuing record of mar- 
ket data which will be issued from 
time to time. The current release 
is a large, easy-to-read map of met- 


| ropolitan Toledo and its retail 
trading area, with market facts 
| tabulated in each county, and a 


| Summary of the data and explana- 


tory notes. 
| 


No. 1910. First in California. 
| The story of its award for the 
| best national merchandising coop- 


eration is told in this brochure, 
issued by the Glendale News-Press. 
|A smaller, gold-covered — section, 
plastic bound inside the main broch- 
ure, presents the specific merchan- 
dising job which won the trophy, 
while the rest of the book contains 
market data and illustrations show- 
ing how the News-Press Exhibi- 
torium works for cooperation be- 


tween newspaper, merchant and 
| consumer. 
No. 1911. WISH. 


Indiana market data for its pri- 
mary and secondary areas wi! 
coverage map are included in this 
new brochure, issued by St 
WISH, Indianapolis. Picture 
the station’s studios and executives 


and a description of its facilites 

and merchandising cooperation 

make up an interesting presente- 

tion. 

No. 1897. Gits Plastic Products. 
Gits Molding Corporation has 

issued this catalog, which  illus- 


trates and describes a variety ° 

. . . , is 
plastic novelties, gifts and speci@ 
ties. 


No. 1868. Letters to a Lady. 


This catchy title refers to the 


certain territories, others for only 
certain classes of trade. 

As Walter F. Bugenhagen, vice- 
president in charge of sales, ex- 
plains it: “Our loss will prove a 
decided gain for the manufacturers 
whom we represent because it of- 
fers an unusual opportunity for 
| them to obtain distribution in cer- 


and department heads... 


unusually attractive 36-page book- |daily mail received by the populat 
let, and what interests us most is lady who runs the Modern Home 
that it does a better job of human-|Forum on Radio Station WOWO 
izing the institution than any bank |The folder outlines the 
promotion we've seen in a_ long’ schedule of the program, tells abou! 
time. Operation of every depart- listeners’ interest in it, and ¢ ves 
ment is carefully explained, with examples of a couple of advertisiné 
plenty of pictures, and with un- successes. A mail response ™é4P 
stuffed-shirt sketches of the officers | shows the scope of the Forums 
audience. 


weekly 
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Here Comes G0, 000,000 


America’s winter tourist army is on the march—to Los 
Angeles. The three-quarter million people who visit us each winter enrich this 
market by more than $90,000,000 annually. Just add that to our aircraft and ship- 
building industries ($1,990,218,000), and our agriculture ($87,263,555), and our oil 
($224,072.625), and our motion pictures ($171,943,349)! Certainly, one of the 


nation’s richest markets .. . and first in the field in home-delivered circulation— 


first in every classification of advertising is the Los Angeles Times! 


Los Angeles 


REPRESENTED BY WILLIAMS. LAWRENCE & CRESMER 
NEW YORK ¢ CHICAGO ¢ DETROIT e¢ SAN FRANCISCO 
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ADVERTISING AGE 


November 24, 194] 


“Constitution” Ups Two 

Carol Porter, who came to the na- 
tional advertising department of 
the Atlanta Constitution from the 
Birmingham News and Age-Herald 
in 1938, has been named national 
advertising manager of the Consti- 
tution. He succeeds Roby Robin- 
son, who has been named local ad- 
vertising manager. 


Blackstone Names Nathan 

Ted Nathan, formerly vice-presi- 
dent of Dreier Hotels, New York, 
has been named vice-president of | 
the Blackstone Company, New| 
York, in charge of the hotel and 
restaurant department. 


CASTLE 
MAKES MOVIES 


! CASTLE : 
GETS THEM SEEN! ! 


CASTLE FILMS 


SQe gee es & =: 


Senaeen seeeae 
Sansas® Pree Le Seuss’ 


HB RCA BLDG. FIELDBLDG. RUSS BLDG & 
B NEWYORK CHICAGO SANFRANCISCO jj 


Carpet Company 
Distributes New 


| you 


‘Trading Up’ Film 


Portrays Success of 
Topflight Salesmen for, 
Cochrane 


New York, Nov. 18.—Launching 
the second half of a two-year-old 
sales training program, Charles P. 
Cochrane Company this week re-| 
leased “Step Up and Sell,” a tech-| 
nicolor slide film dealing with tried | 
and approved methods of “trading | 


| up.” | 


Based on a_ nation-wide survey | 
of top flight salesmen whose suc-| 
cess, the carpet company was sure, | 
could not all be attributed to luck, 
the film portrays briefly the trend 
toward the use of more and varied 
color in homes, and then turns to 
the technique of stepping up sales 
to the better type of Axminster 
weave carpet with its colorful pat- 
terns. 

The material in the film has been 
condensed into ten “trading up 
tips,” distributed by Cochrane in 
the form of a vest pocket calendar: | 

1. Give them a chance to make 
a better buy. 

2. Ask questions first. Suggest 
only a few patterns. Take a tip 
from the doctor. Diagnose before 
prescribe. 

3. If she mentions a fabric, show | 
that first. 

4. If she mentions nothing, show 
a step above the price you think 
she’ll pay. | 

5. If you have no clue, show the| 
best grade first. 


6. Don’t show your hand. 
7. Make the difference in price 
seem small. 
8. Pause for a moment to let her | 


appreciate the beauty of the better | 
carpet. | 


| voted its issue of Sunday, Nov. 9, 


9. Ask her to feel 
carpet. 
10. Show how the better carpet | 


the better 


| fits her particular needs. 


USE OIL! 


Emphasizes Last Point Un 


The entire film emphasizes the 
importance of demonstrating how 
the better quality carpet will fill 
the customer’s individual needs. In 
one scene, the salesman draws a 
mental picture of the new carpet in | 
actual use in the home. To illus-| 
trate the different methods required | 
to sell quality to a man and a wo- 
man, the film shows a _ husband 
impressed by technical arguments 
and the woman thinking only of 
the appearance of the better rug. 
Cartoons are used to satirize sales- 
men who think only of price. 

In introducing the film, Lauren 
K. Hagaman, sales promotion man- 
ager, described some of the points 
which stood out in Cochrane’s con- 
versations with successful salesmen. 
The principal appeals in trading up, 
salesmen said, are color, style and 
pattern, while durability and long 
service, although important, have 
to be presented today in a different 
manner. The bugaboo of price 
exists more often in the salesman’s 
mind than in the mind of the cus- 
tomer, who will frequently trade 
herself up if given a chance. One 
prominent buyer said that “50 per 
cent of the people who buy floor 
coverings are undersold” and that 
“90 per cent of a store’s customers 
can be traded up.” Some salesmen 
said that their most difficult trading 


| 
| 


up job was with the customer who 
“comes in to buy a rug that has 
been advertised at a reduced price.” 

The film was written and pro- 
duced by Jam Handy Organization 
in collaboration with Mr. Hagaman. 
Charles W. Hoyt Company is the 
agency. 


Issues Defense Edition 
The Herald-News, Joliet, Ill., de-| 


to defense, the four sections, total- 
ing 76 pages, being almost entirely 
concerned with the emergency, 
both editorially and in advertising 
copy. 


FOOD FOR THOUZ,, 


—— 


than on 


Food and grocery products 
advertisers, — both local 
and national, — buy more 
program periods on WHEC 


both the other two 


Rochester stations COM- 


Nevertheless, we can still 
offer choice of a few desir- 
able periods for YOURS— 
let us tell you what's open! 


BASIC CBS 


National Representatives 


J.P. McKinney & Son 
New York, Chicago 
San Francisco 


| calls 


, velop new buyers for surplus com- 


The 
1,500-line 
pointing out that there will be enough 
fuel for home heating but that it should 


Oil 


Burner 
copy 


Institute carried this 
in seven newspapers 


not be wasted. A second insertion in 
the same papers featured the industry's 
contribution to the defense program. 
Fuller & Smith & Ross is the agency. 


Television Seen 
as Powerful 


Sales Tool 


New York, Nov. 19.— Looking 
into the future at the post-war mar- | 
kets which may demand radical 
changes in promotion methods, 
Modern Industry in its Nov. 15 issue 
attention to the vast possi-| 
bilities inherent in television as a 
sales tool. 

In a picture series, the magazine | 
suggests coupling of television with | 
facsimile so that cooking experts, | 
with cooperating sponsors, can offer | 
recipes, shopping lists and sponsors’ | 
featured promotions while grocers | 
can anticipate demands and have 
“simpler stocks, faster turnover, 
more profits.” Television would also 
make it possible to use theatrical 
productions as entertainment in the 
home so that an appliance maker, 
for example, could take millions to 
see “Arsenic and Old Lace” and 
during intermissions, to his plant. 
Stock in a local dealer’s store could 
be presented before signing off. 
Using animated demonstration, de- 
partment stores could display their 
next day’s specials. 

Considering broader 
problems, the series demonstrates 
that television could show new 
products in use, create new markets 
for homes by exposing antiquated 
construction methods and thus “pre- | 
cipitate the prefabricated house,” 
present the best aspects of faraway 
places to encourage travel, and de- 


marketing 


modities. 
Television might also offer a 
solution to social problems since 


labor and industry could invite the 
public to their meetings and public 
support for better housing condi- 
tions could be stimulated by taking 
an audience into a real slum. In 
conclusion, the series suggests the 
medium’s use by civilian defense 
agencies to give instruction in home 
defense and first aid in homes. 


Warner Bros. Advances 


Blumenstock, Kalmenson 


Mort Blumenstock has been ap- 
pointed national advertising man- | 
ager for Warner Bros. Pictures, | 
New York. He was formerly in 
charge of Warner Bros. advertising 
and publicity in the East. 

Ben Kalmenson, for the past 
three years Western division sales 
manager for the film company in 
Pittsburgh, has been named general 
sales manager of Warner Brothers 
entire organization. Mr. Kalmenson 


fills the position left vacant when | 


Gradwell L. Sears resigned to be- 
come president of United Artists. 


Names C. E. Forsberg 

Charles E. Forsberg, 
with Commander-Larabee Milling 
Company, Minneapolis, has been 
named director of sales and adver- 
tising of Altstadt & Langlas Baking 


formerly 


Company, Waterloo, Ia. 


| Cosmetic Exchange 
Plan Recommended 


The cooperative exchange 
scarce materials which was inaug, 
rated by the Toilet Goods Assoc} 


| tion last July has proved successf 


and has been recommended 
adoption by other industries by : 


Department of Commerce as a4 
possible method of preventing p}: 
|shutdowns because of mater 4! 
| shortages. 

The plan was initiated in i 
cosmetics field when it appes og 
that some manufacturers we jJq 
have to cease operations for k 
of essential oils of which o: jer 
manufacturers had a surplus. 1A 
members were asked to list sc rece 
materials of which they had a_ y,- 
plus as well as those they nec eq, 
and TGA then arranged for m y- 
facturers to get together to arr. nge 
a swap. 

Joins Erwin, Wasey 

James J. Jacobson, formerly \ ce- 
president of Dundes & Frank, ‘ew 
York, has been named head of the 
sales promotion department of Er- 


win, Wasey & Co., New York. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing—Mimeographi ¢ 


THE LETTER SHOP, Inc. 


440 8S. Dearborn St. Wabash 8655 
CHICAGO 


THE CHOICE 
Should not | 
BE DIFFICULT! 


Quality seeks Quality. 
IMPORTED Havana Cigars 
are the aristocrats of the ci- 
gar world. 


Buy Genuine Imported 


yin ig 


rolled in Cuba from the 
very finest tobacco 
grown in the islands 
most famous fields 


Each puff a new pleausure... each 
smoke perfection... the regal gift tha! 
certifies the high regard of the giver 
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ADVERTISING AGE 


rember 24, 1941 — —————— 


a 


- WITH the medium-mellow flavor most 
folks like best... flavor that’s the same 
every time! That's Kraft American, thanks 

to the Kraft Method of Master Blending. 

This Kraft process of blending and pas- 

| teurizing also gives you perfect cookabil- 
ity. Kraft American always melts smooth for 

. golden cheese rabbits and sauces that pour 
like rich cream! And it foasts beautifully, too! 

; Highly nutritious, Kraft American deserves 
A 3 a stellar role in your menus—cold for lunch- 
eons, in quick-made hot dishes for dinners. 

Look for the Kraft name when you buy, 
to be sure of dependable flavor and cook- 
ability. When you see that name you'll also 
be seeing the cheese . . . for the glistening 
new wrapper is transparent. It's neat, easy 
to open; you'll /éke it! 


» >. s w ‘ fa 

radishes and a re celery, slices Pet sad 

Y: OkKed peas unpeeled 
rs 
ci- 


lack ond white re roduction of a four -color Kroft 
B Pp 


> | 


national advertisement 


FAITHOR 


ENGRA 
504 SHERMA 


The familiar half-pound 
and 3 other sizes, 
all in the new wrapper 


4 KRAFT: 


plates of this national Kraft 
J. Walter Thompson 
d the utmost 


> 
. 


Copr. 1940 by Kraft Cheese Company 


made On b 


Courtesy Kroft Cheese Company 


d four-color process 
ed by Faithorn for 
ions always deman 
atest, modern equipment 
eeds of exacting 
NOW! 


The composition an 
advertisement were produc 
hful color reproduct 
on. Faithorn has the | 


o better serve the n 
es. Let's get together, 


N CORPORATION 


S 

° PRINTER 
_SETTERS 

peel - PHONE WABASH 7820 


Company. Fait 
care in skill and attenti 


and skilled color craftsmen t | 
d advertising agenc! 


in charge of 
Foithorn Color Department 


Art Schiller — 


advertisers an 


VERS ° 
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ADVERTISING AGE 


° . 
Names Eichengreen Charlie McCarthy 
R.S. Eichengreen has been named 


Ne ge Witiedes Cea’ yore | Continues First 
in Hooper Rating 


clair, N. J., sign manufacturer. 


To Peterson & Kempner 

American Silver Producers’ Re- 
search Project has named Peterson 
& Kempner, New York, to direct its 
advertising. 


Closely following McCarthy 


You'll find Raitway Express | | Hope is 
transportation service ideal for 
meeting deadlines. Fast, eco- 


slightly ahead 


—And— 


Major Bowes, Music Hall, 
For super-speed use Air Express a 10 or sic 


Smith and One Man’s Family. 


New York, Nov. 19.—Charlie Mc- . 
Carthy has clinched first place for C S | | 
the third consecutive month in the | oming urp uses 
Hooper national ratings on evening 
| radio shows, according to latest re- | 
| ports released by C. E. Hooper, Inc.| 8rOwers from Illinois and other 
in| !arge peach-producing states, con- 
f ~' *. November ratings are Fibber | fronted with increasing production, 
FOR RUSH or ROUTINE | McGee, Walter Winchell and the| gathered here last week to form the 
| Aldrich Family in that order. Bob| National Peach Council. Primary 
of Jack | Object of the new group is to meet 
| Benny in the race for the fifth spot.| the looming rise in peach produc- | 
| Following Benny are Radio The-| tion for the next few years, and 
nomical. sure. | ater, Coffee Time, Time to Smile,| plans were drafted for the estab- 
) | Mr. District Attorney, Orson Welles,| lishment of a permanent national 
Kate 


3 miles a minute 


RAILWA XPRESS 


AGENCY Inc. 


\ NATION-WIDE RAIL-AIR SERVICE } 


| several 


The greatest advance for the 
month was made by Winchell, who 
moved from seventh to a_ strong 
third. Winchell’s program topped 
summer month — surveys. 


Fibber McGee and 
Molly———_ 


Charlie Mc Carthy_—* 


Jack Benny ——————" 


a4 


Aldrich Family ——— 


Bob Hope ——— 


Baby Snooks’ 


Coffee Time———— 


wt 


a4 


One Man’s Family-— 


* 


Kay Kyser-—— 


Mr. District Attorney * 
* 


Kraft Music CF) 


Eddie Cantor's 


Time To Smile " 


“A 
Information Please 


Sealtest “en 
Rudy Vallee Programyy 7 


Fitch Bandwagon_—** ay 
“< 


Truth Or Consequences ag 


Red Skelton te 
and Company—————~ 


Fred Waring | 
In Pleasure Time——** 


Ma Perkins_————_" 


Light of the World * 


programs in 


f radio 
t schedule 0 the greatest 


estionably attracts 
rs in any market. 


e 7 Lo Olt.» 


MAU 


0,000 WATTS 670 K _ 
Chicago key station of the National Broadcasting 
. RED NETWORK a 
y the NBC Spot Offices ' 
Washington Cleveland 
Hollywood 


The greates 
the world unqu 
number of listene 


(A 
5 


Denver 


Represented Nationally b 


Boston Chicago 
San Francisco 


New York 


Peach Growers 


Unite; Fear 


Richmond, Va., Nov. 19.—Peach | 


marketing and promotional pro-| 
gram to take care of emergency 
surpluses. 

The conference, which was at- 
tended by 50 leading growers, 
federal and state marketing special- 
ties and chain store representatives, 
was called by a committee set up 


last summer to meet an emergency | 
bumper peach crop. It is hoped | 
that the experiences of 1940-41 are | 
not to be repeated, but the industry | 
faces the prospect of marketing) 
66,000,000 bushels of peaches, com- 


pared to the previous 10-year aver- | Q 
age of 54,000,000 bushels. Quaker Oats 


The need for a carefully con- 


TRAINING COCKPIT PREMIUM BOOSTS SPARKIES 


November 24, 194) 


ell 


) 
AL 


Quaker Oats Co. is using large color comic section ads, special store displays and 


its Orphan Annie radio show to popularize a new premium, Capt. Sparks’ airplane 
cockpit, designed and produced by Newman-Rudolph Lithographing Co. to teach 
boys and girls the rudiments of flying. The set is offered for a dime with ‘wo 


guarantee seals from Quaker Oats’ Puffed Wheat and Rice Sparkies. 


with the 30-inch instrument panel are a 
(top, left) and control stick 


Included 
booklet teaching the ABC's of flying 
and rudder pedals (right). 


ducted marketing program vu. Offers Unique 


| 


emphasized by Earl R. French, 


national marketing director of at. Cockpit Premium 


lantic Commission Company, New | 
York, buying affiliate of the Great} 
Atlantic & Pacific Tea Company. | 
He pointed out that through a joint 
promotional program undertaken 
by chains, growers’ groups and gov- 
ernmental agencies, the A & P| 
moved 73 per cent more peaches | 
out of 19 major producing areas 
than it did in 1940. He suggested | 
that the pattern of this promotion | 
be adopted by the council. 

Carroll R. Miller, manager of | 
Appalachian Apples, Inc., Martins- | 
_ burg, W. Va., was named secretary | 
joe the council committee. 


Give Store Hours 
More Prominence 
in Copy, Advice 


Buffalo, N. Y., Nov. 18.—Because 
|more people are working and have 
| limited shopping hours, store hours 
| should be given greater prominence 
in the advertising display, Willard 
A. Pleuthner, account executive of 
Batten, Barton, Durstine & Osborn, 
| declared in a talk before the Ad- 
| craft Forum here. 
One of the biggest advantages of 
newspaper advertising, he said, is 
that it can be localized and feature | 
the name of the dealer and city in 
the headline. When an advertiser 
| supplies a dealer with newspaper 

mats, he should make sure to allow 
|'generous space for the dealer's 
/name, address, phone number and 
| store hours. 

“Manufacturers who advertise 
should find out just what the dealer 
wants in the way of material,” Mr. 
Pleuthner added. “Unless the dealer 
likes and wants what you give him, 
he won't use it. With the shortage 
of paper, cardboard and metals, it 
is more important than ever before 
to give the dealer the proper size, 
shape and message for his needs.” 


. 

Appeals FTC Ruling 

Jergens-Woodbury Sales Corpo- 
ration, Cincinnati, has petitioned 
the U. S. circuit court of appeals 
for review and reversal of the 
“cease and desist’’ order entered 
Sept. 10 by the Federal Trade Com- 
mission. The company contends 
that the commission's order to stop 
representing that its cold cream will 
“remain sterile, or will kill germs 
or prevent germ growth, infections 
or blemishes under ordinary condi- 
tions of use” is erroneous, and fur- 
ther charges that the commission 
did not give the company a fair 
hearing. 


Hotels Appoint Agency 
Swafford & Koehl, New York, has 
been appointed agency for Lee- 
Sheraton Hotel, Washington, D. C.: 
Fenway Hall Hotel, Cleveland: and 
| Hotel Hillcrest, Toledo. 


Chicago, Nov. 19.— Quaker Oats 
Company is boosting juvenile sales 
of its Sparkies, puffed rice and 
puffed wheat cereals, with a litho-| 
raphed cardboard airplane cockpit 
for air-minded youngsters — and 
their parents. The premium is 
offered for two Sparkies guarantee 
seals and 10 cents. 

The lithographed full-color cock- 
pit, created by E. Samuel Gold, 
vice-president in charge of creative 
sales for Newman-Rudolph Litho- 
graphing Company, is a 27-inch in- 
strument panel with movable dials, 
rubber pedals and a control stick. 
A 16-page illustrated booklet is! 
provided with sketches and dia-| 


grams showing the basic mechanics 
of airplane operation. 

The premium, known as Captain 
Sparks’ Cockpit, is being promoted 
over the company’s daily coast-to- 
coast Orphan Annie radio serial] 
and in large-space comic page in- 
sertions. Special displays are be- 
ing offered to Quaker Oats dealers. 


Walker to Duff & Sons 


John Walker has resigned as 
associate advertising manager of 
General Foods, New York, to join 
P. Duff & Sons, Pittsburgh, as sales 
and advertising manager. 


ALMANACS! CALENDARS! 
Year Around Advertising Mediums! 


Copy supplied for U. S. and foreign coun- 
tries—Astronomical Calculations, Weather 
Forecasts, Astrological Readings, Planting 
Tables, Fishing Calendars, etc. 


HART WRIGHT COMPANY 


Winter Office—Clearwater, Florida 
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they’re UP 


~the GAIN is 


193,694. City and Retail 


Figure it any way you like— 
WORCESTER INDUSTRIAL 
PAYROLLS ARE. . 


Measuring Sept. 1941 with Sept. 1940 


Measuring first nine months of 1941 with 
first nine in 1940 — they’re UP 


Measuring Sept. 1941 against Jan. 1941 


Figures: Massachusetts Dept. of Labor & Industries 


This rich market — with millions more to spend — is covered 
by The Telegram-Gazette ALONE. Circulation: more than 
131,000 average net p 


UP 


79.8 % 


aid daily. Population: Worcester 
Zone 440,770. 


Th TELEGRAM -GAZETTE 


ie: WORCESTER MASSACHUSETTS 
— Ggorce F. Boorn, Pubeshe3- é 


BLOCK and ASSOCIATES, 


NATIONAL REPRESEN? 


OWNERS of RADIO STATION WTAG 
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Massachusetts 
Grocers Sponsor 
‘Pantry Party’ 


| 


| 


setts Independent Retail Grocers’ & | 


Provision Dealers’ Association has | afternoon dailies, have been merged 


path, | 


stepped off a conventional 
abandoned the food show it had 
been accustomed to hold each year, 
and set up a three-month food pro- 
motion plan known as the Patriotic 
Pantry Party. 

The Party is a cooperative drive 
in which the retailers pledge display 
and selling effort to products whose 
manufacturers, packers and distrib- 
ytors have provided funds for 
advertising and promotion. Eight 
products are promoted during each 
week. The contest began in early 
November and will extend to 
Jan. 31. 

Public interest is stimulated by a 
contest which offers weekly and 
grand prizes totaling $1,624, to be 
paid in defense bonds and stamps. 
Equal prizes will be awarded each 
grocer With whom the prize-win- 
ning consumer trades, and $1,000 in 
defense bonds will be paid to the 
grocers having the best window 
displays. 


Use Newspapers, Radio 


Newspaper advertisements will 
appear in all Boston newspapers on 
a weekly schedule, and in 14 other 
Massachusetts cities where there 
are affiliated groups. Massachusetts 
radio stations will also be used. 
Each participating grocer will re- 
ceive promotional material on the 
eight products to be emphasized 
each week. 

Plans for the Patriotic Pantry 
Party originated with Chambers & 
Wiswell, the association’s agency, 
and Richard M. Mason is account 
executive. 


‘Public Ledger’ 
Trustees Given 
30-Day Extension 


Philadelphia, Nov. 18.—Trustees 
of Public Ledger, Inc., publisher of 
the Philadelphia Evening Public 
Ledger, which has petitioned the 
U. S. district court for permission 
to reorganize under the Chandler 
act, have been given 30 more days 
in which to survey the property 
before action is taken on the peti- 
tion. 

J. Harris Warthman, a director of 
Nolde & Horst Company, Reading, 
Pa., hosiery manufacturer, was ap- 
pointed a trustee to take the place 
of Walter T. Grosscup, executive 
vice-president of Lit Brothers de- 
partment store, who resigned be- 
ause of the pressure of business. 
The other two trustees are David H. 
Brillhart, Bethlehem newspaper 


publisher and banker, and Robert} 
Cresswell, publisher of the Ledger. 

There was some protest over the} 
30-day extension from counsel for | 
creditors, who seek to keep in closer 
touch with the paper’s§ affairs 
during these critical weeks in its 
history. 


Oklahoma Dailies Merge 


Boston, Nov. 19.—The Massachu- | 


The Daily News and the Still- 
water Daily Press, Stillwater, Okla., 


following purchase of the former by 
C. R. Bellati, publisher of the Press. 


Joins Art Studio 


Walter A. Van Leyen, formerly 
art director for Ruthrauff & Ryan, 
New York, has joined Lazarnick 
Studios, New York. 


New Setes, Ward 
Catalog Prices 
May Rise 15% 


Chicago, Nov. 19.—While both 
Sears, Roebuck & Co. and Mont- 
gomery Ward & Co. have increased 
prices in their current catalogs in 


varying amounts, these increases 
are relatively nothing compared 
with what is expected when the 


new general catalogs come out in 
January. 

In the case of Sears, such price 
increases as have taken place have 
involved the addition of excise 


taxes on such products as cosmetics | 


and photographic supplies. Mont- 
gomery Ward also has added excise 


taxes where they apply and also has| when the new books come out. One 
increased prices of other products} thing is certain, however, and that 
where stocks were necessarily re-| is that prices will go up. 

placed at higher prices. Not only 
will prices in the January ng 
be up some 15 per cent or more but} 
there will be limitation of certain| WHAT’S GOING ON? 
lines. In some instances products 
will be eliminated from the books | 
due to the fact that they simply are 
unavailable in the current emer- 
gency. 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 


Write for Booklet No. 20. 


Price Rise Certain 

Difficulties in obtaining certain 
metals and shortages in other lines, 
together with price increases, have | 
served to complicate the task of 
mail order buyers to the point] 
where it is difficult at this time to} 
forecast just what will be revealed! 


BACON'S CLIPPING BUREAU 


La Salle-Wacker Bidg. Chicago, III, 


BUSINESS PAPERS ¢ FARM PAPERS 
GENERAL MAGAZINES 


“THE PERFECT 
COMBINATION 
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November 24, 194} 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


For Defense 
To the Editor: I have noted your 


comments on how a company 
should continue to advertise during | 
the defense emergency when its| 


entire output is being taken by the | 
government and it has nothing to} 
sell to the public. | 
The enclosed advertisement from 
Motor Boating, November issue, im- | 
pressed me as an excellent example | 
of this type of “defense advertis-| 
ing.” I liked particularly’ the 
slogan, “In Our Country’s Service 
for the DURATION, at Your Serv- 
ice THEREAFTER.” 
A. WESTON SMITH, JR., 
Financial World, New York. 


vgy¥see? 


The Little Woman 


To the Editor: Gosh, what a 
sucker I am for good copy. I almost 
feel like answering the Walnut 6106 
ad myself (Ray Mithun’s ad for a 
maid that drew more than 300 re- 
plies, ADVERTISING AGE, Nov. 3). 

But then I take it home to the 
little woman and let her read it to 
show her that there is such stuff 
as good copy; reads easily, gets re- 
sults without color, art, display or 
anything else. 

“Nuts,” she says. “Look what it 
says. Good pay, pleasant room, free 
movie tickets, etc. It wasn’t the 
copy that got ’em, it was the job. 
It could have been just as good 
copy and said ‘Sorry, we can’t pay 
you anything’ and it wouldn’t have 
got any replies.” 

I figure I have been in this busi- 
ness 20 years or so, and every once 
in a while I get to thinking I know 
something about it and some of the 
answers, and then that happens to 
me. What would you have said? 

IRVIN BORDERS, 

Advertising Manager, Citizens 

National Bank, Los Angeles. 


> 


A Short Market— 
and Customer Goodwill 


To the Editor: The cotton goods 
industry, in common with all fields 
of commerce, is now faced with a 
serious shortage of goods. This is 
due to two factors: the absorption 
of productive facilities and mer- 
chandise by the defense program: 
and the ever-soaring demand of the 
newly prosperous American con- 
sumer. 

W. E. McKay & Co., Inc., manu- 
facturer of fine quality cotton goods 
for the women’s wear trade, decided 
that the present conditions provided 
a golden opportunity to cement ties 
of goodwill with their loyal clien- 
tele. They rejected prevailing head- 
in-the-sand psychology in advertis- 
ing which tends to build up hopes 
in the minds of buyers—hopes 
which eventually and_ inevitably 


FRANKNESS 


VICTORY 


VO/PER VICTORY 


Built in America 


ANNAPOLIS 


Ui 
Mt few Service 
THEREAT TOR 


Simplicity marks this effective institu- 

tional ad for Annapolis Yacht Yard, Inc., 

in Motor Boating. It emphasizes that 

the company, now busy on defense build- 

ing, will some day be producing again 
for general consumption. 


are dashed to bits against the hard 
rock of reality. 

In their current series of adver- 
tisements introducing their spring 
line of Kaycraft cottons, McKay 
presents a refreshingly frank copy | 
slant. The cards are laid on the} 
table, so to speak, and the trade is| 
taken into the confidence of the) 
advertiser. Subsequent advertise- 
ments in the campaign will reveal 
the true situation as regards avail- 
ability of merchandise, with no 
glossing over of unpleasant news, 
and, on the other hand, with no un- 
due pessimism. This policy of frank- 
ness is believed by both W. E. Mc- 
Kay and their advertising agents 
to be the only logical answer to the 
present problem of how to adver- 
tise a short market condition with- 
out sacrificing customer goodwill. 

Ropert B. GRApy, 

Robert B. Grady Company, Ad- 

vertising, New York. 


, | F 


Faith in the Future 

To the Editor: It is with a sense 
of pleasure that we mark, this year, 
the 50th anniversary of the estab- 
lishment of our agency. 

We have always reflected with 
satisfaction that Mr. Haines started 
out as the first advertising agent in 
New Zealand in 1891. The founder 
of this business laid down a stand- 
ard of practice and a code of ethics 
that we, his successors, have treas- 
ured as a priceless legacy and have 
endeavored to follow to the letter. 

Throughout these fifty years 
has been our endeavor to faithfully 
and energetically present the case 
for newspaper advertising both in- 
side and outside New Zealand and 
always to pursue a policy of fair 
dealing with publishers. It has 
been our constant aim, moreover, 
to keep advertising at the highest 
point of business appreciation and 
public esteem. 

Had conditions been normal, we 
would have produced a_ brochure 
more appropriate to the present 
occasion, but with the nation at 
war that is out of the question. We 
have instead issued the enclosed 
folder in salutation to our fighting 
forces, whose courage and determi- 
nation will bring us victory. 

Davip Copy, 

Charles Haines Advertising 

Agency, Ltd., Wellington, New 

Zealand. 


— As We Look Forward To Spring, 1942 [ Editor's Note: In its four-page 
od |folder, the Haines agency foregoes 
| the desire to tell the story of its 50 
| years of advertising and instead re- 
|lates that 14 of its men are in the! 
'Empire’s fighting forces and that 
|others are aiding the war effort by 
The illustration forecasts « pleasant | writing essential publicity. “We be- | 
spring for the new year, but W. E. |jieve the British Empire and _ its 
McKay & Co., New York, makes no ideals of progress under freedom 
attempt in its current series of ads to ; ‘ ” 
gloss over the probable situation as the will emerge stronger than Cver, 
result of @ probable shortage of cotton the agency declares. “We believe 
goods. in the continued development of 
- . a Ye 
Ps ie 2 ity 3 i 


it | 


New Zealand ... and we believe 
that advertising will have an im- 
portant part to play in that develop- 


/ment.”’] 


> >? 


Doing Its Share 

To the Editor: We are sending 
you herewith copies of two recent 
issues of the Pacific Rural Press 
and have marked for your atten- 


| 


tion the advertising that this paper | 


has been running in conjunction 
with the advancement of business 
program sponsored by the Pacific 
Advertising Association, which is 
composed of the various advertising 
clubs in the leading centers of the 
West. 

These well - prepared 
ments will, we believe, do a great 
deal toward correcting in the pub- 
lic’s mind the feeling of suspicion 
and hostility toward advertising 
which has been generated by the 
government’s various attempts to 
regulate, hamstring and handicap 
the proper and legitimate use of ad- 
vertising. We cannot stress too 
strongly our feeling that this gen- 


advertise- 


|eral distrust has been fomented in| sery. 
| order to clear the way for the pas- 
sage of legislation inimical to ad-| oil and powder. The other illustra:, 


vertising and business. An aroused | 
public opinion will be one strong 


| weapon in combating such attempts. 


We believe it is worth while cal- 
ling to your attention the fact that 
the story of advertising is being 
told to a wealthy and important 
segment of our population. Every | 
leading Western publication, of | 
course, will carry this campaign, | 
but we believe it is important to | 
know that the farm press, which | 
reaches the market more completely 
than all other media combined, is 
doing its share in its own highly | 
specialized field. 

WHEATON H. BREWER, 

Director of Advertising, Pacific 

Rural Press, San Francisco. 

a ae 


It's a Run on 


Nursery Pictures 

To the Editor: Eagle-eyed John 
Miller, head of advertising and | 
sales promotion for the Mennen) 
Company, today called my attention | 
to the most amazing illustration | 
duplication I’ve ever encountered, | 
even on the alert reportorial pages | 
of ADVERTISING AGE! 

In these two illustrations, each 
shows a father peering through 
glass at his baby in a hospital nur- 


| 
| 


One appeared in a Menn: 
magazine ad for Mennen antisep: 


oa aasn 


an article in Good Housekeep 
and both ran the same month! 

Except for position of fathers, «ne 
at left and one at right of wind» 
(both conform to correct nur:«ry 
procedure—ask Dad, he kno, s:!) 
there is an incredible similarit 


details of nurse, baby, hand: op 
windows, etc. 
And both fathers are obvi: jsly 


saying, “Itchy kitchy koo,” m ap. 
ing, ‘“‘Hya, Butch!” While the | 


es 
are definitely replying, “G) ig!” 
which according to Mr. Miller’ ex. 
pert translation means, “That \Jen-. 
nen antiseptic oil is great tuff. 
Pop!” 
SAMM S. BAKE 
H. M. Kiesewetter Adverti  .g 
Agency, New York. 
Cassar was a 
Bia cktagus Ad "Man 
Way back in 60 B. C. he 2 verting 
doings of the Roman sevate 
specially constructed bulletin boards, 
He would have thrilled at today’s 


better offset produced by Ro‘o-Lith, 


ROTO-LITH CO. 
OEA.8557 « HEM.2UI 


ment of its community. 
The Journal is a good 


total city daily circulation 


JOURNAL sc se un sav excaaron 146,189 
JOURNAL 2.0... 107,567 
JOURNAL 


OREGONIAN  torai net paia aaity civeutation 142 ,673 
OREGONIAN city & suburban daily cireutation $5 854 
OREGONIAN —totat city daity cisentarion 58,605 


76,665 


Figures from ABC Publisher's Statements, March 31, 1941 


j New York, Chicage, Philadelphia, 


" PORTLAND, OREGON 
_- REYNOLDS-FITZGERALD, Inc., National 
Detroit, 


Representatives: 
San Francisce, Los Angeles, Seattle 
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ADVERTISING AGE 


NBC Red and Blue 
Outlets Raise Power 


"OPEN SPREAD" PROVES VALUE TO RETAILER 


Cigar Institute 


; and Friday from 4:45 to 5 p. m., 


EST. Maxon is the agency. 
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Station KOMO, Seattle, Wash.,| a of America in Colgate Expands 

C Red outlet, has increased its ie ieee Sie —— a. oe 
o power from 1,000 to 5,000 | $ Radio Debut gg or pee ge ne 
watt. Station WIS, Columbia, S. C., | | eager oN age 
anotxer NBC Red outlet, will begin New York, Nov. 19.—Cigar Insti- Florida, making a total of 54, to the 
gperition with 5,000 watts night tute of America will make its debut | "¢twork for “Stepmother,” on be- 
power Jan. 1, Pa in radio starting Nov. 24 with a half of Colgate tooth powder. The 
(St: tion KSO, Des Moines, Na- | series of one-minute spot announce- ily serial is broadcast from 10:30 
tonal Broadcasting Company Blue | MID. SEASON SALE ments over 21 stations in 22 cities ‘© 10:45 a. m., EST, through Sher- 
network outlet, will increase its = ; throughout the country. The five.|™2n & Marquette. 
night power from 1,000 to 5,000 <5 ates pen ve — ee a ee ee ae wae 
watt: Nov. 15. KGW, Portland, ne SON SALE 7 am a-week series will be part of a 
Ore., and bd pees ements, NBC mae | : atoms Y ‘catiidided eiee WOSHERY. HANOMAGs mreeenas para ae stgerigens last- Names H. Z. Covington 
sutle's, will increase their night | . re . ee bas | ing four weeks, which also includes an antow — . 
‘ower from 1,000 to 5,000 watts | nae | a i 4“ | the distribution of posters and pro- Vor nachor al eae Gee bee 
Dec. 1 and Jan. 1, respectively. ogee pec Bg — : ecamies, aes motional folders in color to dealers.| named H. L. Covington as adver- 
WAYS, Charlotte, N. C., an NBC areesasensace | mame ee i hee Ka 00 The radio announcements will | tising manager. He succeeds W. D. 
Blue — will start operations | en eee Sema — ue aa See. stress the themes, “This Christmas | Thrane. f 
about Dec. 1. x ie ee TY ats ani - — | give him cigars” and “Cigars for es 

—_ ~ ni ‘ — «© — ' ett Christmas hospitality.” The holi- ee 

5 ag terme Moves aia sag = 4 — =e 0 pa day drive follows a test distribution CALIFORNIA 


First in ALFALFA — 
y Produces 10% of U. S. 
crop on 3% of acreage 
| —U.S.D.A. 7/41 
| This high yield per acre indicates 
a high farm income — unusual 
purchasing power for farm cnd 


home needs. " 

PACIFIC RURAL PRESS 

California's oldest and largest 
paper is the recognized 


|}of black-and-white promotional 
| folders this fall in New York, Chi- 
Unusual newspaper advertising in which white space is used as the attention. | cago and Pittsburgh (ADVERTISING 
getting factor, is proving productive for L. R. Samuels, Ogden, Utah, shoe mer- AGE, Sept. 22). Lambert & Feasley 
chant. Shown here is pre-Thanksgiving advertisement in which five units ore = 


gg is the agency. 
spread across two pages, utilizing altogether about one and one-eighth pages. — 
For Mueller Macaroni 


Army Morale Radio Names Albert Frank C. F. Mueller 
- " | U. S. Electric Mfg. Corporation, | !4unched a new program, “Mark | | 
Network Numbers vew York, manufacturer of flash-| Hawley and the News,” over 13 
. ‘lights and flashlight batteries, has | Stations of the Columbia Broadcast- 
(204 Stations Now named Albert Frank-Guenther Law,| ing System. In behalf of Mueller | 
- |New York, to direct its advertising.| Macaroni products, the program | 
Washington, D. C., Nov. 19.— | Newspapers will be used. will be aired Wednesday, Thursday 
After six months’ effort, the Army | 
morale branch has formed a far- 
flung Red, White and Blue “net- 
work” which comprises more than 
200 stations which are cooperating 


Association will transfer its head- | 
quarters from Detroit to Washing- | 
ton after Dec. 1, following estab- | 
lishment of a Washington office in | 
March of this year. 


farm 
alfalfa marketing guide in the 
Pacific Southwest. It reaches 
more alfalfa growers—gives more 
alfalfa information—carries more 
alfalfa equipment advertising than 
any other medium. 


Company has 


The Market with the Rain- 


To reach this rich group 
THE PACIFIC RURAL PRESS 
is definitely outstanding 


bow Around Its Shoulder 


} Lib fun To play 


7 in providing entertainment and 
with news programs for soldiers’ in 
da camp. 


Formation of the “network” — a 


be- ae Ri Ree ; 
gan last May when the Army in ha unique MORNING NEWSPAPER market 
vited all radio stations then active ‘ a ile ov = — 


in soldier entertainment to join ci 

the “chain.”’ Stations were asked by 
Eye-tempting and lusciously delicious— | public relations and morale officers 
these giant du COMICE PEARS, fresh | to assist them in arranging pro- 
from sun-drenched orchards of the 


Ro - * tieenype sang le serene maf seen grams for soldiers, originated either 
e ° P 

Medford district will eungelen and de- | from regular studios or directly 
light your lande. from the camps. Seventy - eight 


stations answered the early request, 


Pinnacle du Comice are specially select- ; ; 
= y and since then the list has grown 


ed for size and quality —their blushing, 


* NO OTHER MAJOR MARKET 
HAS SO GREAT A RATIO OF 


golden beauty and delicate flavor make | to 204. They include outlets in 28 
them the gift supreme. states, the District of Columbia, 


Puerto Rico and Alaska. 

All programs broadcast over the 
usual gift— give du COMICE PEARS | “network” now feature a_ tran- 
this year. A Gift of the West for friends | scribed theme song entitled “Red, 


in the East. | White and Blue,” specially arranged 
and transcribed by Don Allen and 
‘ oe in BOY * SERVICE his orchestra. Stations originate 
. ps raps ge iether A his their own shows, and program for- | 
2 friends . . . nothing could |/}mats vary widely. News releases | 
please him more. from the War Department are pro-| 
, : . vided each week. 
Special gift boxes —4 sizes to select — | ae 
sent prepaid to any express delivery 
point in the 48 United States — avail- FCC Amends Rule IN ITS RETAIL TRADING ZONE 
able November through paeery— The Federal Communications | 
,’€ |Commission has amended the rule 
A h Wash. | : _ : 
in US. Calif. | which formerly required station *AB.C. Cities of 1,000,000 Population or Over 
Small Gift Box (10-14 pears) $1.95 = break 


For personal friends, business associates 
—anyone you wish to favor with an un- 


5 te en taa-de) announcements at the half | 
Medium Family Box (30.50)... 3.55 hour, except in such cases as opera | 
Large Family Box (70-100)... 5.15 broadcasts, sports events and con- | 
Order Direct or write for folder tinuous speeches. The amendment | 
PINNACLE ORCHARDS — Dept. 134 permits stations to announce call 


Medford, Oregon letters at the quarter hour before 
Keference: First National Bank of Medtord | and after the hour or at the half. 


PINNACLE ORCHARDS hour, as they elect. The change 


has the effect of placing all half- 
hour programs on a parity as to sta- | 
MEDFORD * 
OREGON gg 


4.05 Whether you're selling Automobiles or Food in the Pittsburgh Market, 


you'll find the Retail Trading Zone equally important with the City in 
volume! For Pittsburgh is a unique morning newspaper market, as the 
comparisons with similar sized cities below reveals. Sell the ABC city of 
Pittsburgh, of course! The Post-Gazette can do it! But don't neglect 
the equally important retail trading zone. The Post-Gazette can sell that, 
too—and at no added cost. 


tion breaks. Breaks must still be} 
made on the hour. 


A Joins Dr. Pepper 

Stanley Talbott has been named 
merchandising manager of Dr. 
Pepper Company, Dallas. He was| 
formerly on the merchandising staff | 
of Bethlehem Steel Company. | 


D PITTSBURGH 


6 Entire Counties 


CLEVELAND 


7 Entire Counties 


DETROIT 


6 Entire Counties Excluding 
Canada 


ST. LOUIS 


8 Entire Counties 


NEW CAR SALES 


Retail Trading Zone 


The Post-Gazette is FIRST in Pittsburgh in Total Daily Circulation 


—FIRST in Retail Trading Zone Circulation 
—and SECOND in City Circulation 


Pittsburgh Post-Gazette 


REPRESENTED NATIONALLY BY PAUL BLOCK AND ASSOCIATES 
ONE OF AMERICA’S GREAT MARKETS —— OWE OF AMERICA'S GREAT NEWSPAPERS! 


A.B.C. City Zone 


51°. 
66°/o 
7Z°/o 
88°/. 


PHOTO-OFFSET 


res 
PRINTING Today's merchandising 


demands speed and economy . . RCS photo- 
offset and planograph is the answer. Write 
RCS today for details and general price lists 
along with the "Idea Kit." 


"The Modern Method of 


. . " 
Printing” .. more econom- 


ical . more versatile. 


abt 


RAPID COPY SERVICE CO. CHICAGO 
123 NORTH WACKER DRIVE STATE 5977 
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elements involved in the handling of an assignment 
such as this are suitability of the medium to the 
merchandising problem, nature of the audience, 
Now SHOWING efficiency of distribution, and exploitation and pub. 
eco licity opportunities. 
“Broken Fences” was produced in Hollywoog - 
" oo under the direction of Wilfred S. King, Mathes vice. 
P president in charge of radio and motion pictures. 4 , 
f \ city man’s experiences in running a newly-acquireq rs 
” ‘ farm provide plenty of opportunities for showing the y 
many ways that salt can be used. The neophyte’s 


City slickers don’t give it a thought, but every 
farmer knows that salt is as essential a food ingredi- 
ent for cattle as for man. Thus, the farm market is 
of prime importance to salt merchandisers. 

In recognition of this fact, International Salt Com- 
pany is currently sponsoring a dramatization of the 
story of salt on the farm, by means of an absorbing 
motion picture entitled, “Broken Fences,” produced 
by the company’s advertising agency, J. M. Mathes, 
Inc. Decision to use this medium resulted from the 
success scored by the agency last year in turning out 


a series of “minute movies,” shown to consumers in : daughter meets the neighboring farmer’s son and - 
theaters pe age the country in behalf of Sterling BOY ME ETS GIRL wy — ag tee pee yy en ee ae Ps 
brand salt, also an International product. of “Broken Fences” was a e w e Fair, ” 
The pictorial highlights below, tracing “Broken where 30,000 people stormed the theater to sec the eg 
fennel” from its loladinn to its sine. on a CATTLE NEED SALT film. The number of showings origina'ly scheduled Wa 
movie screen, emphasize the expanded scope that had to be doubled. The picture is now playing the sch 
. : - j j ri ri ot not 
agency operations have taken on in recent years. full rural circuit, with showings at Grange mectings 10 
J. M. Mathes’ motion picture production during the and before other groups. Bookings are arranged onl 
past year exceeded that of any other agency. Key by greener eager salesmen, working with loca] — 
feed and grain dealers, s 
cha 
ym 
V 
10 
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Salt merchandising problems are discussed at preliminary meeting in Mathes The script's the thing at this get-together. Messrs. Gearhart ond ‘Neath Hollywood skies: at extreme right Agencyman King 
offices. Note display featuring "Salty," trade figure popularized in “minute Morrison have their backs to camera; ihen, Howard Newton, Mathes supervises the shooting of one of the film's sequences, along 


movies.’ Clockwise, in this picture, are Henry S. Fuller, advertising manager; copy chief; Joseph C. Keeley, publicity director; Messrs. Fuller and with Roland Reed, producer. 
R. T. Clarke, account executive; Wilfred S. King, v. p. in charge of the agency's King; Charles S$. O'Donnell, account executive; and Lester J. Loh, 
radio and movie department; J. K. Gearhart, ISC merchandising manager; and art director. 


Robert Morrison, of the agency's motion picture department. 
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In "Broken Fences’ Walter Baldwin plays the part of a practical farmer who Actor Joe Twerp (left—and that's his real name!) delivers salt as well rs Nature faking a la Hollywood: in the movie this scene por 
is involved in errors perpetrated by his neighbor fresh from the city. lots of double talk. Christine McIntyre and Dick Elliott are ihe other mem- trays the heroine of "Broken Fences’ framed by the branch 
bers of the cast. of a “tree.” 
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All's not work on the set—here King does a little shooting Back in New York the first reel of film is examined before pro- General discussion follows the first showing in the private theater atop New York's Chanir 
of his own. With him are Miss McIntyre and Producer Reed. jection. Those giving the celluloid the once-over sre Messrs. Building. Left to right: Gearhart (ISC); O'Donnell (JMM); Romeyn Berry and John | 
Loh, Clarke, Gearhart and Morrison. Ryon, v. p. in charge of sales, (ISC); Clarke (JMM); Hyman and Fuller (1SC); Morrison 

and Keeley (JMM). 


Schedules of film showings are laid out to coincide with the Romeyn Berry (left), well-known lecturer, offers Hyman and Fuller Publicity planning is as thorough for “Broken Fences” as for any major Holywood 
company’s sales territories. Fuller, Ryon and O'Donnell give some suggestions on how his talk before farm audiences can be made production. Fuller, Keeley, Gearhart and Clarke check material to be ncludes 
the schedule their approval. to tie in with the company's sales story. in @ press kit. Wherever the picture is shown, stories, photographs and mets *" 

be available for local use. 
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ADVERTISING AGE 


ass : ate; a nl : . | | | 
ham has’ introduced new bit this) /@CKage Makers | Kaufmann Chosen OPA 


session incorporating recommenda- * * . 
ree made by a committee of Get Priority Aid | 


yi Pending 


Gets Utility Account 


City of Los Angeles, Bureau of 
Power and Light, has named Bu- 


P ] o Edgar J. Kaufmann, president of dau & Oo. tas bene, to ee 
trademark lawyers, and both the /Kaufmann Department Stores, | “’snal & 605 00S sy dleeflleaen . 
Legis ation 1941 and 1980 versions are now from Government | Pittsburgh, has been appointed con- | "ect its advertising. Newspapers 


and outdoor will be used. 


: | sultant on distribution problems for 
pending before the House patents Washington, D. C., Nov. 19.—! the Office of Price hiaiaieiredian, 
committee; a sub-committee com-/| Seeking to promote the substitution| He will advise Administrator Leon 
pleted four days of open hearings|of wooden containers for other| Henderson and his aides on pricing 
Nov. 14 but is not expected to make types which use a sizable amount of| and distribution of finished good: 
recommendations to the full com-| vital materials, the Office of Pro-| With special reference to “scare 
mittee for some weeks; final com-| duction Management has granted| bUYing,” assist in preparing price 


[Editor’s Note: To keep its read- 
ers informed as to the current status 
of important bills affecting mer- 
chandising and advertising which 
nave been introduced in Congress, 


— to add sales | 


sage likely before next TRE i ; onturerc| Programs on_ finished goods, re- 
ADVERTISING AGE will present, from a action unlikely b e tected renga to manufacturers | ducing distribution waste, and i: th Ith 
ime to time, a schedule of pending | *€@!- d —s bill | representing a considerable portion! problems arising from unethical | § | in e wea y 
gislation developed by A. P. Mills, Mandatory grade labeling bill) of the packaging industry. practices by either retailers orf | 


(H. R. 5241)—Would require that 
iall fresh fruits and vegetables be 
labeled in accordance with Depart- 
mly important legislation which ment of Agriculture grades; before 
has some chance of being adopted | House agriculture committee which 
ng oer Bills which have no|b@S scheduled no action as yet. 
$ sted. | a ; | vd - 
chance of passage are deliberately | Waner-Legen ome 1S. 674, S. O78, . | prices at fair competitive levels. 
mitted.] = H. “| ee a ade regu- | ferrous material except wire, where 
” inane : ation of such federal administra-| the rating is A-8. This aid is ex- 

son bill (H. R. 5781)—Seeks|(* ; | 
a? er posed limit of profits tive agencies as FTC and FCC; two} pected to enable producers to ob- | ald Mark Names Waters 
o set’ P Senate bills are pending before the|tain necessary supplies of nails,| Gold) Mark Hosiery Company, 

fro defense contracts P y Supt nails, 

Tt sdettiaine canine items spe- Senate judiciary committee which]! saws, knives and other tools. bg os, has appointed Norman 
aay excluded from costs upon has held hearings but taken no) A producer, to win the preference] 4. atectsinn sane gy Bo 
which profit is to be based; before action, and House judiciary com-| rating, must sign an acceptance of | newspapers in 11 cities will be used 
House ways and means committee nog has yet to take up H. R.| the order and file it with OPM’s|in a special holiday drive for its 
and will probably receive’ early : 


Makers of paperboard containers, | manufacturers. 

wooden barrels and kegs, and other! In announcing the selection of 

containers made from sawed lum-|Mr. Kaufmann, Mr. Henderson 

ber, veneer or plywood, are covered| lauded retailers for their coopera- 

by the terms of the order. Priority tion in keeping prices down and 

assistance takes the form of an A-5 asked the nation’s 1,700,000 distrib- | 
. “| utors to continue to help maintain 

preference rating for deliveries of 


Washington editor. The first such 
schedule is presented here. It does 
not pretend to be all - inclusive; 


SHREVEPORT 


1000 WATTS + NBC RED 
SHREVEPORT, LOUISIANA 


_priorities division, and furnish an! Kantrun hosiery. 
consideration. 


) Sanders bill (H. R. 5497)—Would 
re-edefine regulatory powers of the 


, federal Communications Commis- | Commerce for establishment of |The supplier, in turn, may make| noke, has been named to direct the | ERANHAM CO. * REPRESENTATIVES 
| business research stations in each| use of the order to obtain his own| advertising 


sion, split FCC into two sections, 


ne to rule private and the other | 


public communications; before 


House interstate and foreign com- | 
plans | 


merce committee, which 
broad hearings on whole cOmmuni- 


Business research station bills 
(H. R. 4165 and S. 1135)—Identical 
bills proposed by 


|state, primarily to assist small busi- 
{ness by undertaking research 
afford; before respective 
commerce committees, 
ably will not take up bills until 


a. industry beginning next | next year. 
: de | Fulmer fair trade bill (H. R. 
White dill (S. 1806) — Would 3821)—Would repeal the Miller- 


clarify existing radio law, re-define 
powers of FCC, and divide FCC in 
same general way as Sanders bill: 
before Senate interstate commerce 
committee and will probably re- 
ceive no attention until House com- 

| mittee makes its investigation. 
Price control bill (H. R. 5990)— 
s & Would give legal authority to con- 
trol prices of individual commodi- 
ties and rents but not wages, and 
in food 


. 


permit further rise costs; 


Tydings fair trade enabling act and 
restore the Sherman Act to its form 
upon passage in 1890; before 
House judiciary committee, most of 
the members of which favor fair 
trade and intend to keep the bill 
pigeon-holed indefinitely. 


Flag advertising bill (S. 218)— 


Forbids mutilation of the flag and | 


the use of it or other national em- 
blems in advertising; passed the 
Senate months ago without opposi- 


Department of | 


studies which small business cannot | 
interstate | 
which prob- | 


the | 


unsigned copy to each of the sup-| 
pliers with whom he has placed a 
purchase order for ferrous material. 


| materials. 


Gets Hotel Account 
Houck & Co., Advertising, Roa-| 


of Jefferson 


Richmond, Va. 


Hotel, 


The pivot city 
of the Central Southwest 


to the Housewife on the top covers of 


| sdminisration ill "was drastically {ion but ts opposed by House Judi Kee Cartons! 
+t ae swifteall age a Preaee~ a ciary committee chairman before 
so as WO speciically exclude use Of| which it is now pending—action 
new powers to control advertising : of = s " . . , 
unlikely in near future. The Egg Carton brings you a new 
except when employed to evade Oleo advertising bills (S. 1921 : _ 3 
P |® intent of the act; committee-ap-|..4 HOR 5700) — Stemiions ree! dimension in advertising ... Kitchen 
. sooty Pama ra Rag sane: Poy gees posals which seek to countermand Control. lt concentrates on the 
fnere aces stro a ee . ‘ 
’ Food and Drug Administration’s Hous if hile s i 3 : 
nine dies : eeaaiie usewife while she is in her kitchen 
- probable changes before eventual recent establishment of oleomar- : ; 
7 "hae sagen wa k bills (S. 895 garine standards and to regulate preparing food, using household 
nham trademark bills (S. 89! eee hij : . 
: an ie Gants Seanesen énimaliate oleo advertising and forbid the in- products and planning her next pur- 
dH. b _ A — P 4 terstate shipment of oleo containing haces at the mecery store, 1 : 
- ewriting of trademark statutes an milk or other dairy products, or its chases a te grocery store, t puts 


ch neludes provision which appears to 
make media, agencies and packag- 
ng concerns liable for printing 
trademark which infringes another; 
Senate bill, S. 895, is the same ver- 


coloring or flavoring to make it like 
butter; before respective agricul- 
ture committees which have sched- 
uled no action thus far. 


a fixative on her memory of your 
products at a time and in the place 


where it will do your business the 


Pare Bacco epee ™ Quinquennial census bill (S.| vreatest good, 
ee ee col 1627)—Scraps biennial Census of ™ . 
a re ‘ai Manufactures in favor of quin- ee , , 

quennial Census of Industry and ADVERTISING ON EGG 
Business and periodic surveys on . TYAN PERG WV . 
| sampling basis, makes mandatory CARTONS OFFERS YOU 
returns from special surveys not © low cost per familie 

WHAT'S TODAY’S covered by existing law and pro- of 7° 


BEST RADIO 
BUY IN THE 
DETROIT AREA? 


| vides penalties for failures to do so, 
j}and permits the Census Bureau to 
|disclose heretofore confidential in- 
formation to defense agencies; 
| passed by the Senate and discussed 
for weeks at open hearings of the 
|House census committee; no fur- 
ther hearings are scheduled as yet, 


@ inescapable attention value, 
@ concentrated mass circulation, 


@ positive contact with each house- 
hold buyer, 


"1 but the committee is expected to e; pe ; f 
. epeatet i si ' , 
ison take some action within the next - GUY IprCesons Os your 
month. message, 


CKLW—THAT LIVE-WIRE 
MUTUAL STATION!—RIGHT 


| Campbell Heads B. C. 
Branch of CWNA 


Don Campbell, Observer, Salmon 


@ an average life of four or five days 
per carton. 


With a single order to A. BE. Hartman, Ine., 


BUT -. can you HOLD her attention? 


YES! ... now that you can advertise 


‘m. has been electe eside @ exceptional means for putting advertisers may, beginning in 1942, obtain 
IN THE MIDDLE OF THINGS ng Merny Be typ Ara mage Poo , ia coverage on a national scale or by combina- 
t itish C é : the name of your product into ate, aint Appessmrcen: 
AT 800 K.C., IT’S SIGNAL | Canadian Weekly Newspaper Asso- ; kitel ‘ tions of _"s arranged to suit ‘enagpoe 
| ciat c the . *s rece . - those itchens where your com- requirements. Any one or two colors are 
COVERS THIS GREAT peer ool a » A eet be ye Of. , * ; . available. Advertisers pay only for those 
é petitors’ products are now being : rioees “ 
MARKET CLEAR AS A BELL! cers elected are Hugh Macintyre, cartons actually distributed. 
Review, Sidney, vice - president; em Tests may be arranged now. 
Lang Sands, Abbotsford Sumas & 
Sraclioes ¥ ey i "Ob. A special brochure giving full information, rates and 
server, Armstrong, secretary-treas- details for testing this medium will be sent upon request, 
urer. 
d MM notes Dilwonn A. E. HARTMAN, INC. 
Anchor Hocking Gless Corpora- Sole Advertising Representatives 
| tion, Lancaster, O., has named J. R. 1045 UNION TRUST BULLDING, PITTSBURGH, PA, 
Dilworth assistant general sales 
manager of the container division. ” 
R. N. DeMerell has been appointed AN EGG CARTON ALWAYS FINDS THE HOUSEWIFE AT HOME” 
luded Meteo ‘ |manager of the company’s New 
5 ol | Broadcasting System York office 
j . —— — 
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To Supervise Roto 

John F. Devine, vice-president, 
General Printing Ink Corporation, 
New York, has been named execu- 
tive supervisor of the company’s 
rotogravure division. 


To Deutsch & Shea 

George R. Parnaby, formerly with 
Wendell P. Colton Company, New 
York, has joined Deutsch & Shea, 


P | 
New York, as assistant account ex- 


ecutive. 


I 


FIRST 
IN ST. LOUIS 


In national spot and 
local commercial 
quarter hour volume. 


ST. LOUIS 


KWK 


Mutual Broadcasting System 
Represented by Raymer 


om 


r —<October _ % Gain -——Ist 10 Months———, ‘<¢ Gain 
1941 1940 or Loss 1941 1940 or Loss 
Food Chains 
Jewel . . 
*Kroger Groc. & 

Bak. Co $ 24,692,137 $ 20,570,771 20.0 $250,498,516 $216,450,624 + 15.7 
+National Tea 6,080,451 4,824,912 26.0 58,677,047 51,325,999 +14 
tSafeway 40,960,632 ,036,640 24.0 87,5 784 337,416,125 + 14.8 
‘Union Premier 

Food 2,820,915 1,859,782 61.7 28,301, 20¢ 24,187,626 + 17.0 
Group Total $ 74,554,135 $ 60,292,105 + 23.7 $725,010,55 $629,380,374 + 15.2 

Mail Order 7 as 
tSears, Roebuck..$ 96,255,634 $ 76,919,573 25.1 $698,053,110 $530,139,367 +31 
Spiegel . 6,451,396 6,140,179 + 5.0 42,229,484 40,904,643 + 3.2 
tMontgomery : ; 

Ward 68,138,051 56,937,141 + 19.7 483,511,149 387,050,748 + 25.0 
Group Total $170,845,081 $1539,996,893 + 22.0 $1,224,093.743 $958,094,755 + 27.8 

Drug Chains 
*Crown $ 710,794 $ 710,604 2 ’ 
Peoples 2,470,404 2,109,634 +17.1 $ 22,085,842 §$ 19,105,214 15.6 
Rands 179,314 152,106 + 17.9 1,739,623 1,365,119 + 27.4 
Walgreen 7,158,293 6,313,719 + 15.9 68,760,959 60,972,768 12.8 
Group Total $ 10,548,805 $ 1,295,063 +13.5 § 92,586,424 §$ 81,443,101 + 13.7 

Variety and Miscellaneous : 
Bond Stores 5,589,872 § 733,944 +49.7 $ 34,304,558 $ 23,597,549 + 45.4 
Consolidated Re A 

tail Stores... 1,021,454 973,536 + 4.9 9,287,928 7,954,923 +16 
Edison Kros 2,989,934 2,361,458 26.6 26,814,500 21,322,110 + 25.8 
Fishman, M. H 472,928 426,978 + 10.7 3,501,506 +12.4 
Grant, W. T 11,862,516 10,168,596 16.6 i 80,392,358 + 15.1 
tGreen, H. L 4,599,718 3,992,207 +15 35,852,668 31,954,067 + 12. 
Kresge, 8. 8S 15,162,025 13,488,293 11.9 130,707,111 117,619,587 +111 
Kress, S. H 8,426,822 7,514,231 + 12.1 75,555,520 64,908,594 + 16.4 
Lane Bryant, Ine , rrr crs Te wrr ‘et.  taekwwee ve 
tLerner ] 3,555,792 + 15.6 34,486,583 29,812,042 15.7 
MeCrory 4 3,767,735 + 17.4 38,959,902 4,122,507 + 14.2 
tMcLellan Stores 2 1,998,215 + 16.2 18,594,105 15,992,818 + 16.5 
Murphy, G. C... 5 4,611,824 + 20.9 47,008,536 39,24: + 19.2 
Neisner Bros 2 1,964,381 + 18.3 19,293,858 153 + 15.3 
Newberry, J. J 5,465, 4,780,821 + 14.3 47,081,794 + 14.9 
Penney, J. C oe 38,718,294 29,581,487 + 30.9 277,641,525 225,055,733 + 23.3 
Western Auto.... 6,834,000 5,116,000 + 33.6 56,638,000 42,005,000 + 34.8 
Woolworth, F. W 32,614,315 28,635,035 + 13.9 280,856,979 251,202,019 + 11.5 
Rose's wTTiT TOT,472 544,379 +29.9 5,525,664 4,402,169 + 25.5 
tColonial Stores, 

Ine ee 5,016,555 3,755,827 + 33.5 46,170,125 37,064,426 24.5 
tinterstate Dept 

Stores Ine ses 2,852,833 2,443,080 + 16.8 21,676,022 17,364,405 + 24.8 
Melville Shoe 

Corp a ; 4,200,348 3,600,529 + 16.6 36,895,999 32,077,944 +15.0 
Schiff Co 1,587,700 1,283,625 + 23.7 12,753,166 11,161,193 14.3 
Group Total $166,818,962 $138,298,273 + 20.6 $1,352,577,187 $1,148,665,741 +17.8 
Combined Total,.$422,766,983 $347,882,334 + 21.5 $3,394,267, 907 $2,817,583,974 20.5 
*Four and forty-four weeks ending Novy. 1 
tNine month period 
*One month period; starting a new fis« al year 

N Si Reill ; 
ames Simpson-Heilly reaten Price 
Aeronautical Review, New York, ate 

has appointed Simpson-Reilly, Ltd., ( eiling for 

as West Cvuast advertising repre- 

sentative. 


“TAKE A CRACK A 


T THE BIG BUYING 


POWER OF THE RED RIVER VALLEY! 


WDAY IS THE ON 
NEED~THE ONLY 
DOMINATES THE 


RIVER VALLEY AUDIENCE!” 


WDAY rasco. N.D. 5000 WATTS-~- NBC 


LY WEAPON YOU 
STATION THAT 
ENTIRE RED 


v 


4’. AFFILIATED WITH THE FARGO FORUM 
O\Y FREE & PETERS, NAT‘L REPRESENTATIVES 


Nylon Hosiery 


Washington, D. C., Nov. 18.—Un- 
warranted price increases on nylon 
hosiery in recent weeks have at- 
tracted the attention of the Office of 
Price Administration and led to the 
launching of an intensive study of 
the situation and to the threat of a 
price ceiling. 

Price Administrator Leon Hen- 
derson said that a questionnaire 
seeking price history and produc- 
tion data will be sent out shortly. 
A decision as to whether a price 
ceiling is necessary will be reached 
after study of data collected. Mr. 
Henderson warned that if a ceiling 
is set, it will be well below current 
peak quotations being made by a 
few manufacturers. 


Jobbers’ Responsibility 


OPA believes that part of the re- 
sponsibility for the upward price 
trend on nylon hosiery rests with 
jobbers and retailers, who have 
been offering bonuses in order to 
lay in an abundant stock for the 
Christmas trade. Mr. Henderson 
pointed out that those indulging in 
this practice face a severe inventory 
loss if a ceiling is set or if prices 
slump seasonally following the holi- 
day rush. 


Stokes to Push 


|Spreads Buying 


| The story of how the New Era, In- 


a 


Lancaster Press 


} 


Over Full Week 


18.—Come fair | 
Saturday was 


New York, Nov. 
weather or foul, 


shopping day in Lancaster, Pa., 
with customers jammed in local 


stores and advertising bunched in 
Thursday and Friday newspapers, 
until Lancaster Newspapers, Inc., 
decided to do something about it. 


telligencer Journal and Sunday 
News used advertising to change 
an ingrained habit is told in the) 
November issue of the National | 
Newspaper Promotion Association | 
“Bulletin” by C. L. Fountain, as- | 
sistant advertising director. | 

Before beginning its promotional | 
campaign to educate the public to} 
make every day a shopping day, 
the publisher weighed the benefits 
which would be derived from the 
change. Retailers, it was pointed 
out, would be able to accommodate 
customers better, eliminate extra 
Saturday sales help, attract poten- 
tial customers who shopped else- 
where because of lack of weekend 
parking facilities, and obtain more 
favorable advertising positions in 
newspapers. 

For newspapers, benefits included 
increased advertising resulting from 
greater retail sales volume, better 
issues with news and advertising | 
more evenly divided, more _ indi- 
vidual attention to accounts by the 
retail sales force, relieved from the 
load of weekend contacts, and as- 
sistance for the Sunday News, 
handicapped by the fact that its ad- 
vertising was stale by the time the 
average housewife picked up her 
shopping bag. 

First step in the campaign was a 
series of full-page color advertise- 
ments in Saturday issues. Appear- 
ing every other week, copy derided 
the idea that Saturday was the only 
shopping day, with an illustration, 
for example, of a boy taking his| 
weekly bath in a washtub, another 
one of the “good old-fashioned in- 
stitutions that have been supplanted 
by more modern, up and coming} 
organizations.” | 

To the sales force went the task 
of impressing on retailers the ad- 
vantages of dividing copy between 
issues at the beginning and end of 
the week. To prove that people | 
could be influenced to shop in the| 
early part of the week, Monday, | 


Tuesday and Wednesday pa; 
carried special sections and p ges 


— 


ers 


were devoted to furniture sales 


n 
“back to school” issues. . 

While the changing of shop) ing 
habits is a major job that cannot be 
accomplished overnight, succe is 
in the offing, as Mr. Fountain p) ints 
out, since linage of issues in the 
early part of the week has “m, terj- 
ally increased” and the Si nday 
News linage for the first oven 
months of 1941 is 25 per cen! over 
a similar period in 1940. 
Quality to Be 
Zenith Radio 
Copy Theme 

Chicago, Nov. 19.—Quality is the 
theme being emphasized in «© dyer. 
tising of the Zenith Radio Corpora. 
tion, whose sales and merc!) indis. 
ing program is now being pre-enteg 
to group meetings of distr »utors 
all over the country. 

Insertions have been scheduled 
for Collier’s, Look, The Saturday 
Evening Post, Time and other mag. 
azines, in addition to radio trade 
papers. A dealer training sales film 


also has been prepared. 

A dealer plan book also is being 
distributed, outlining the merchan- 
dising plan and presenting coopera. 
tive newspaper copy. Literature 
and other promotion aids have been 
prepared for dealer use. 


50 Million yards could 
reach around the world 


It sure would, 
and more. 


Nevertheless, one manufacturer sells that 
many yards of ribbon to the Syndica 
Stores and he is not the only 
When dealing with such a large volt 
market everything is relative, big produ 
tion, big dollar volume, and you 
use the largest circulation in trade papers 
in this field. 


The SYNDICATE STORE 
DISER gives you the largest 


MERCIAN 


cir ation 


16,286, distributed among 8242 stores 
doing a dollar volume of over a_ Billior 
Dollars annually. 

Want to know more 
facts about the market’ 


Write or call 
SYNDICATE STORE 


MERCHANDISER 


79 Madison Ave., New York, W.! 


Vegetable Juice 
Blend in East | 


Vincentown, N. J., Nov. 19. 
| Claiming a high vitamin content for 
its new product, Francis C. Stokes | 
Company has _ introduced Gusto | 
| vegetable juice blend in a 
| paper campaign in Pennsylvania, | 
New Jersey, Delaware, Maryland 
and the District of Columbia. 
Packaged in cans, Gusto is a 
| combination of tomato, celery, spin- 
ach and parsley juices, and will be 
promoted to consumers as a food 
containing vitamins A, B,, C and D 


mal adult. As an important fea- 


ture of the Gusto label, the vitamin | 


content is set forth in blue 
style. 

Stokes, originally a producer of 
pedigreed tomato seed, also packs 
tomato juice, most of which is sold 
under private labels. The new 
product is being distributed by 
| Good Brothers, Inc. Wettlin & Co., 


Camden, is the agency in charge. 


print 


news- | 


in quantities sufficient for the nor-| 


A 


| 
| 
| 


| 


MASSACHUSETTS BROADCASTING CORPORATION 


Copley Plaza 


| 
| 
National Representatives: HEADLEY-REED COMPANY 
New York Chicago De Atlanta 


Hotel, Boston 


troit 
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Significant Developments 


= 
Conversion of Industry 
To Defense Work 


The future of the private enter- 
prise system is at stake in the race 


of armament production, warns 
Hartley W. Barclay, editor, Mill & 
Factory, in the November issue, 


which is devoted entirely to show-| 
ng manufacturers how they may 
tie their plants into the defense pro- 
sam. The deciding factor in the) 
race, the editor points out, will be 
the success with which non-defense 
ndustries convert their plants from | 
civilian to defense production. Not) 
J] plants can do this, however, and | 
Donald M. Nelson, OPM director of | 
priorities and allocations, has said | 
that not more than 20 per cent of 
the plants throughout the country 
an convert their set-ups for the} 
production of defense items. On| 
fnal analysis, Mr. Barclay does not | 
believe it is that serious because 
many of the nation’s plants produc- 
ng goods in the luxury class do not 
yse essential and critical materials. 
On the other hand, defense pro- 
duction on the scale contemplated 
by the United States government 
will require the use of almost every 
idle tool and machine in the coun- 
try and the problem of today is to 
get these facilities organized and in| 
production on defense goods. There | 
little doubt that eventually ev ery | 
suitable plant which is in working 
condition will be operating three | 
shifts, making war goods on a | 
schedule which is expected to last 
at least until 1944. 


Outlook for Profits 
Under Defense Program 

Industry doesn’t mind paying 
vastly increased taxes in the sup-| 
port of the defense program if it 
can realize the profits out of which | 
to meet the tax bill, Glenn Gris-| 
wold points out in interpreting the 
news in the November Modern} 
Industry. And the present prospect 
is that it can, he adds. Despite the 
dislocations that have beset busi- 
ness, 458 of the leading manufac- 
turing corporations report aggregate 
net earnings of 902 millions in the 
first six months of 1941—a gain of 
2 per cent over the previous six 


WHY BE DISSATISFIED? LET 


Ie paess( ,— 


SOLVE YOUR CLIPPING PROBLEM 
74 Trinity Place—New York 
BOwling Green 99-7294. 


Phone: 


STOCK PHOTOS 
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The Business Digest 


Reported by the Business Press 
Edited by RALPH O. McGRAW 


| system 


and pumice, 


ito direct 


in Trade and Industry as 


months and 25 per cent more than 
in the comparable half of 1940. 
These figures, the writer asserts, 
are a better guide to final profit 
possibilities for the last half of the 
year than appears on the surface, 
because they include some almost 
fabulous allowances for taxes and 
contingencies. Provision for taxes 
ranges from three to six times the 
reserves of last year. A continu- 
ance of the present rate of earnings 
would result in manufacturing 
profits this year far higher than 
those of 1927 or 1929, the two record 
years. Many of the new munitions 
factories will be in profitable paar 
tion by the end of the year and the 
aggregate of factory payrolls may 
still set a new record, and add to 
the tremendous total of spendable 
funds on which business prosperity | 
is based. 
But, Mr. Griswold cautions, pros- | 
pects for the first half of next year 
constitute another story. There will 
be reasonably full employment at 
high and rising wages, but the) 
aggregate of corporate profits will 
depend largely on the extent to 
which normal business — particu- 
larly in consumer goods—is allowed. 
Profit margins are relatively small 
in defense industries, and they 
cannot entirely compensate for nor- 
mal corporate profits if the for- 
mulae of Messrs. Morgenthau and 
Henderson are followed literally. 
Yet profits will inevitably at least | 


| tend to follow the price trend. 


Hot Water from Springs 
‘Heats Icelandic Town 

With the occupation of Iceland by | 
American troops, interest in the | 
heating field is again directed to | 
the use of water from hot springs | 
to heat houses in the city of Reyk- | 
javik by an article in the November | 
issue of Heating and Ventilating. | 
The project started back in 1929) 
when springs about two miles from | 
this city of 30,000 population were | 
tapped for the purpose of heating | 
a hospital, school, and enclosed | 
swimming pool. The system has| 
been in continuous operation since | 
and has been increased to heat) 
another school and swimming hall 
and 72 houses. A program to ex- 
tend the service was inaugurated | 
in 1939, but had to be curtailed | 
last year because of the war. 

The hot water now comes from | 
springs about 10 miles from the 
city. The temperature of the water | 
at the source is 178° F, ample for 


a climate whose winters average | 
40-50 F. The water runs. by 
gravity from the borings and 
springs into a common reservoir. 


From there it is pumped by electri- 
cal centrifugal pumps through two 
pipes 13 inches in diameter up to a 
hot water reservoir standing on a 
hill just outside the town. Each! 
pipe is 9.5 miles long. From the 
tanks, two 16-inch pipes lead down 
into the town and a distributive 
to the houses served. The 
mains are insulated with materials 
of Icelandic origin, chopped turf 
but outside an insulat- 
ing layer of cement is used for 
protection. 

The temperature drop of the 
water between the springs and the 
last building on the line is esti- 
mated at nine degrees when the 
consumption of heat is greatest 
The water is pumped directly into 
the heating systems of the buildings 
and the warm water leaving the 


| heating pipes will be used for baths, 


laundry, heating garden beds, 
other uses. When the entire 
has been developed about 
houses will be heated. 


Insulator Co. Appoints | 


Crown Rock-wool Insulator Com- | 
pany, Jamaica, N. Y., has appointed | 
Jasper, Lynch & Fishel, New York, | 
advertising. Harold H. 
formerly in the art de part- | | 


and 
system 
3,000 


Leifer, 


'ment of Pattern Fashion Syndic: ate, 
|New York, has joined the agency’s 


|art staff. 


NOVEMBER LINAGE FOR CANADIAN MAGAZINES 


Canadian Home Journal 
Canadian Homes & Gardens 
Chatelaine 


tLiberty 

Maclean's 

Mayfair 

National Home Monthly 


Total Group 
iy weds 

t*aCanadian C yuntryn an 
Country Guide & Nor'-West Farmer 
tbFamily Herald & Weekly Star 

Eastern Edition 

Western Edition 
*Farm and Ranch Re 
*+Farmer'’s Advocate 
Farmer's Magazine 
tFree Press Prairi« 
Western Producer 


View 
& Home Magazine 


Farmer 


Total Group 


*Figures furnishe 
Semi-monthly 

tOctober Linage 
a Two 
b Five 


dby P. 1B 


oth ye 
issues both years 


issues bb ars 


including poultry and livestock in Canadian Farm Pape ts 


1941 — 1940- 
Pages Lines Pages Lines 
41.4 29,207 43.1 10.167 
6.2 17,588 40.1 26.973 
40.4 28.26% S.¢ 26.997 
l 15,05 29.1 12,46 
4 56.6 16.782 
S.% 12.8 64.0 42.97 
Hf 1s 11¢ o.0 ‘1 
177,78 7.4 19 i 
19.. 13.801 3 16.326 
16.7 11,996 22 ‘ 16,11 
36,021 41 41,177 
$2 957 te 0.528 
10 7,682 13.1 9.406 
o4 17,128 17,658 
21 15,033 6.0 18,1 
ios 3 is s 42.168 
17.5 19,271 " 4 


Washing Machine 
Plants Pooled 
for Defense Work 


New York, Nov. 19.—The Easy 
Washing Machine Corporation, 
Syracuse, Apex Electrical Mfg. Cor- 
poration, Cleveland, and the Nine- 
teen Hundred Corporation, St. 
Joseph, Mich., are pooling their 
plant facilities to handle a $12,000,- 


000 contract for gun mounts under 
the direction of W. H. Winters, 
former vice-president of the Ameri- 
can Brake Shoe & Foundry Com- 
pany, as chief defense coordinator. 

This is the first attempt to spread 
defense work on an industry-wide 
basis by the contract distribution 
division of OPM, under the super- 
vision of Floyd Odlum, in coopera- 
tion with the War Department and 
the army ordnance. 


The gun mount contract is the 


first 


announcement to follow a 
meeting of representatives of some 
30 manufacturers in the washing- 
machine industry in Chicago Nov. 4 


| when the program was outlined. 


Leads all other 


BALTIMORE 
radio stations in 
NATIONAL SPOT 
ADVERTISING! 


BALTIMORE 


INSTITUTION 
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Chicagoans to Get 
400,000 Tins of 
Maxwell House 


New York, Nov. 19.— General 
Foods Corporation has started an| 
intensive sampling campaign for | 
Maxwell House coffee—the dis- 
tribution of more than 400,000 half- 
pound tins throughout selected | 


areas in Chicago. The test may be | 
| 


tan centers if successful. 

With the coffee, the housewife 
receives a coupon which is worth | 
ten cents toward the purchase of a 
also listens to a sales 


House and 


that Maxwell House contains 
per cent more of the quality coffees 
than formerly and is the largest- 
selling vacuum-packed coffee in the 
world. The coupon is left in the 
door if the housewife is not home. 

Distribution is being handled by 
the Big Four Advertising Carriers. 
Benton & Bowles is the Maxwell 
House agency. 


Roche, Williams Adds 
Sears, “American” 


Roche, Williams & Cunnyngham, 
Chicago, has been named by Sears, 
Roebuck & Co., Chicago, and The 
American Magazine, New York, to 
direct their advertising accounts. 

Homer McKee, for the past 12 
years advertising counsel of Sears, 
Roebuck & Co., will be account ex- 
ecutive on both accounts. 


| BUSINESS PAPERS 


Whe Advertised and Where 
When They Advertised and How Much 
Allin 


RAD-VERN’S REPORTS 


135-21 Union Tnpk., Flushing, N.Y. 


EYE’ CATCHERS 


FREE PROOFS! 


a 


SAVE 80% ON 
PICTURE COSTS 


Eye*Catchers brings you pictures under a 
unique plan that reduces the cost to unheard 
of low levels. Smart, timely shots that sell, 
posed in one of New York’s largest studios 
with famous high-priced models used in na- 
tional 


advertising. In Eye*Catchers you get 


the best in pictures but you pay the Jeast. 


FREE OFFER: Send today for free Proof- 


* books and details of Eye* 
Catchers Plan. No obligations. 


EYE‘ CATCHERS 

« 10 East 38th Street, New 
: *Reg. U. S. Pat. Office. 

ELLE L ENTE A 


vs 


extended to other large metropoli- | 


one or two-pound can of Maxwell | 


talk which revolves around the cur- | 
rent advertising theme, emphasising | 
55 | 


Getting Personal 


F. Bourne Ruthrauff, v.p. of R&R, spent Nov. 11 celebrating—not 
Armistice Day but the birth of his first child, Wilbur B. . . Recently 
arrived from Sydney, Australia, where he headed the local J-W-T 
office, S. Beardsley Dobbs has leased a suite of rooms at 17 E. 96th 
street. He's now working out of the N. Y. office. . . 

Lockwood Barr, market research expert, described his collection of 
odd classified ads on Colgate-Palmolive-Peet’s “Hobby Lobby” on 
CBS... Archdale J. Jones, formerly a.m. of Nomad, of Cunard Steam- 
ship Lines, and West Coast a.m. of Family Circle, is now writing, 
producing, directing and narrating the “Britain Can Take It” radio 
series for the British American Ambulance Corps. . . 

The BAAC is also utilizing the services of another adman, Franz 
J. Mohr, on leave of absence from Davidson & Hanson, advertising 
displays, as national chairman of committees. . . Henry Obermeyer, 
assistant v.p. in charge of advertising for Consolidated Edison, has 
been named chairman of the committee on printed material for the 
defense savings staff of the U. S. Treasury... 

Niles Trammell, NBC president, showed himself to be a good soldier 
at the ANA meeting. When called on to speak he stepped up and 


WHEN PRINCETON MEN GET TOGETHER 


a 4 f eee tg * 
eee. By 2 Wi ty: , 


4 é - 4 


When these Princeton men, all of them of the class of 1922, got together in 
Minneapolis recently, they tuned in, believe it or not, on a Minnesota home- 


coming game. Left to right, Louis E. Tilden, international division, NBC; Donald 
B. Lourie, sales manager, Quaker Oats Co., Chicago; Bob Buechner, sales depart- 
ment, WCCO, Minneapolis; Frank Chapman, in Minneapolis while his wife, 
Gladys Swarthout, made a personal appearance with the Minneapolis Symphony 
Orchestra, and Charles Winton, president, WLOL, Minneapolis. 


did his stuff unabashed by the CBS mike shoved in front of him. . . 
Although its sale will probably never attain the lofty status of a best 
seller, Frank Coutant’s “The ABC of Goat Dairying” is meeting with 
enthusiastic response among goat fanciers. . . 

J. B. (Steve) Conley, gen. mgr., WOWO-WGL, Fort Wayne, who 
as a sergeant in the 320th machine gun battalion was wounded in 
the St. Mihiel offensive in World War I, has just received the Purple 
Heart Medal of Merit from the War Dept. . . Elizabeth Reeves, radio 
script editor for Knox Reeves Advertising, Minneapolis, is taking 
bows on her second published novel within the year, “Then Again 
June,” published by Farrar & Rinehart. . . 

Donald W. Thornburgh, CBS v.p. in charge of Pacific Coast opera- 
tions, and Fox Case, Columbia Pacific Network public relations 
director, attended the fifth birthday party of KOY, Phoenix, recently. 
. . Sim McGovern, publisher, Bridgeport Times-Star, and Dave Daniel, 
bus. mgr., Hartford Times, recently celebrated their birthdays. 
Henry Boehm, ad director, State Co., Hartford, is recovering from 
auto accident injuries. . . 

M. Glen Miller, Chicago agency head, has been elected president of 
the Ohio Society of Chicago. .. John C. McCormack, g.m., KWKH and 
KTBS, Shreveport, La., was named “Alumnus of the Year” by the 
Centenary College Alumni Council at the college’s annual homecoming 
ceremonies. . . Glenn Snyder, mgr., WLS, Chicago, recently attended 
a reunion of World War buddies at St. Joseph, Mo... 

Members of the Philadelphia Club of Advertising Women, of which 
Elizabeth V. Wilson is pres., have been assigned by the Pennsylvania 
Council of Defense to take over registration duties at the Civilian 
Defense Volunteer office in Philadelphia. . . James Larwood, who has 
had his own public relations office in New York for 12 years, has 
suspended his firm to become editorial director of publications of 
the Chemical Warfare Service, U. S. Army, with offices in the War 
Dept., Washington. . . 

Ronald E. Bean, art dept., Henri, Hurst & McDonald, Chicago, is 
having an exhibit of his water colors at the Bryn Mawr Community 
Church, Chicago. . . E. R. Grace, Jr., of WJR, Detroit, son of Edward 
R. Grace, pres., Grace & Bement, is now an ensign in the U. S. Naval 
Reserve and has been assigned to do publicity work for the Navy at 
the Great Lakes Naval Training Station. Another son, James W.., is 
a lieutenant in the Marine Corps, stationed at San Diego. . . 

Among those who recently congratulated Hedda Hopper on the 
occasion of starting her third year of “Hedda Hopper’s Hollywood” 
were Russell Eller, a.m., California Fruit Growers’ Exchange, sponsor; 
William Pringle, Dan Layman, Jim Fonda and Thomas Conrad 
Sawyer, of Lord & Thomas agency, and Donald W. Thornburgh and 
William E. Forbes of CBS... 

William M. Robbins, pres., General Foods Sales Co., is on leave of 
absence from the company and working in Washington on the staff 
of J. S. Knowlson, deputy director of priorities. .. The ad dept. of the 
T. Eaton Co., Moncton, N. B., Canada, gave a party recently for Noel 
Bryce, a.m. for 11 years, who has joined the Royal Canadian Air 
Force. . . 

Besides being president of the PAA and a director of the Los 
Angeles Chamber of Commerce, Don Belding, mgr. of the Los Angeles 
office of Lord & Thomas, has now been appointed to the board of 
trustees of the College of Osteopathic Physicians and Surgeons. . . 

Ruth Chapel, NBC Hollywood press dept., became the bride of 
Ed O’Leary, Burbank, Cal., Nov. 1, at Las Vegas, Nev. Paul 
Southard, sales mgr., Columbia Recording Corp., Bridgeport, is on a 
sales trip which will take him as far as Seattle. . . John C. Botts, 
Western mgr. of marketing and research for Macfadden, and a well 
known squash player, appeared in an exhibition match recently at the 
U. of Chicago. . . 


Relates Birth of 
Bell System's 
Famous Blue Bell 


_ Trademark in Use More 
_ Than Half a Century But 
Never Copyrighted 


Chicago, Nov. 19.—An entrancing | 
story of the development of what 
may justly be called America’s most 
famous trademark, the blue bell of 
the Bell system, and the reason why | 
this mark which has been in use for | 
more than 50 years has never been| 
| copyrighted, is told in “Hello—| 
Goodbye,” the recently published | 
memoirs of Angus Hibbard, an out-| 
standing figure in the telephone 
industry. 

“It was my job as general superin- 
tendent of the American Telephone 
and Telegraph Company to direct 
the extension of 
the long lines 
and bring them 
into greater use,” 


in New York. In later years I was 
proud to add my name, with the 
words ‘designed and recommended’ 

“Mounted in a heavy oak frame 
supported by ae well - designed 
wrought-iron fixture, our Blue Be) 
began to make its appearance jp 
many public places. Later, where 
service conditions made it possible. 
the word ‘local’ was added to the 
sign to show that the new service 
was local as well as long distance. 

“Within a few years, in the minds 
of thousands of us engaged in the 
work, this Blue Bell had become 
the emblem of our personal sery. 
ice. So indeed it was, and so it js 
today when, bearing the imprint 
‘Bell System,’ our Blue Bell is seen 
on every flag that flies above Bel] 
Telephone buildings throughout the 
country, on every book, every piece 
of literature, at every station. It js 
not alone a sign of the telephone. 
but an emblem of public service to 
which more than three hundred 
thousand men and women devote 
their lives, more than eight hundred 
thousand people endorse as share- 
holders, and uncounted millions of 
Americans use daily. 

“A report of proceedings of the 
1914 convention of the Telephone 
Pioneers of America shows that ‘In 
a brief address Angus Hibbard put 


“os “a” | safely on record the facts surround- 
these Pn ll er |ing his designing of the emblem of 
heen built to |the telephone, the Blue Bell, and 


its adoption by Edward J. Hall, Jr. 
for the American Telephone and 
| Telegraph Company on January 5, 


connect New 
York, Boston, 
Philadelphia and 


Eastern 


other 
cities. With copper wire, two wires 


“The chairman of this meeting 
|was Thomas D. Lockwood, patent 
attorney for the American Tele- 
phone and Telegraph Company 
Commenting on the birth of the 
emblem, he said: ‘I am one of the 
|few who always knew we owed the 
‘big Blue Bell to Mr. Hibbard. When 
Many Designs Eliminated the suggestion was put before me 
“In a short time the new service|as to whether or not we could get 
had become so successful and well|a design patent or trademark for 
established that my associates de-|it, I found we could have done so 
'manded that we should have a pub-| except for the fact that a man who 
lic sign proclaiming it, a sign which| caught and sold fish had previously 
/'would compare favorably with the| taken the blue bell for his coat of 
‘emblems or trademarks of other|arms, so we were debarred from 
‘first-class business institutions and| thus protecting our symbol.’ 
|services. Authorized to secure de-| “The Blue Bell sign was neve: 
|signs from architects, artists and|copyrighted. Its universal use suff- 
‘others, we eliminated all but two|ciently protects it.” 
jor three (a Greek cross, a form of 
shield and a flying figure), but they 
|were not satisfactory and I took) 
over the task to see what I could 
do. 
“Tramping lower Broadway, 
studying signs of many kinds, I had 
come to believe that the best color PLACED 
ischeme for such a sign would be 
|blue on white, with plenty of blue. 
Alone in my office with the samples 


at hand, I took a large pad of paper | 2,2 ? 5,600 
and tried to study the question from | 
the bottom up. We wanted a sign for | 
Alexander Graham Bell’s telephone. | 


instead of one, new and more 
|powerful instruments and better 
| methods of operation, we felt enti- 
itled to claim a new and perfect 
|service, and to distinguish it from 
lexchange telephone’ service we 
‘called it ‘long distance.’ 


IN 1940 . 
National and Local 


ADVERTISERS 


LINES of ADVERTISING 


With that as the fundamental I WITH 

sketched on the paper the outline ' 

of a bell. To the next question, THE AFRO AMERICAN 
‘What kind of telephone are we we 

|to advertise?’ there was but one 


answer, the long distance telephone. 
So I printed within the outline of 
the bell the words ‘Long Distance 
Telephone.’ 


A Mark Is Born 


“This looked good to me and, 
deciding to follow the color scheme 
described, I had a blueprint made 
from the drawing and discussed it 
with my associates. They liked it. 


NEWSPAPERS — 


: - 


130,000 (A.B.C. 


The original sketch and blueprint C ic santaten' 
were approved by Edward J. Hall, i a cd . 
Jr., general manager of the com- Five Eastern 


'  * Bescuttoe Offices + 
628 N. EUTAW STREET 
BALTIMORE, MARYLAND 
 =Write for Our Booklet~"A Sere 
of the Negro Market” 


pany, my superior officer, on Jan. 5, 
1889, together with the words ‘Stan- 
dard Bell, use no other form.’ So 
| was born the Blue Bell of the tele- 
| phone. 
| “The sketch now hangs in the 
| Historical Library of the American 
Telephone and Telegraph Company 
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WW] Raises Bannister, | 
Adds Harry Betteridge | 


| 
| 


Harry Bannister, formerly sales | 
manager of WWJ, Detroit, has been 
named station manager. Harold | 
Priestly will be his assistant. 

Harry Betteridge, formerly with | 
George P. Hollingbery Company, | 
New York, has been named sales | 
marager of the station. Simul-| 
taneously, E. K. Wheeler, formerly | 
with the WWJ sales staff, was | 
named manager of W45D, the sta- | 
tion's FM outlet, and Forrest Wal- 
lace Was named business manager 
of WWJ and W45D. 


Birmingham to Rawlplug 
Paul Birmingham, for 14 years 
in the field circulation department | 
McGraw-Hill Publishing Com- | 
y, New York, has been named | 
Cichigan distributor for Rawlplug 
Company, New York screw anchor | 
maker, With ‘headquarters in De- | 
troit. 


| 
} 


SOLD BY THE WEEK 
IN ONE OR 43 CITIES! 


e | 
| 


Whaley Taxiposters are sold | 
on a weekly basis. Each ad- 
vertiser has exclusive show- 


ing on all available taxicabs | 
in the city or cities selected. 
Av e cost 10.4c per thou- | 
sand. 
E. Whaley Co., Washington 
Bidg., Louisville, Ky. 


ERS 


| 


AIRLINE'S TROPHY WINNER 


Ray Vir Den, right, vice-president, Lennen & Mitchell, New York, walked away 
with a trophy as the four millionth passenger to be carried by American Airlines 
when he arrived at La Guardia Field after a New England business trip. Making 
the presentation is Charles A. Rheinstrom, a vice-president of the airline, with 


Stewardess Emily 


Wade looking on. 


Pontiac Catalog 
Uses New Four 
Color Process 


Detroit, Nov. 19.—The 1942 Pon- 
tiac automobile catalog, just off the 
presses, employs a new process in 
four-color printing which, in addi- 
tion to added life in the colors, 
effects a new high gloss with added 
realism in the illustrations. 

What has given such unusual life 
to the Pontiac cars in this new 24- 
page catalog is a full press plate 


color work of this kind. The type 
is not varnished and any criticism 
that could be directed at over-all 
varnish is eliminated. The process 
is said to be so revolutionary, and 
the effect so outstanding, that ex- 
perts claim it will open up new 
avenues for the letter press printer. 
Cost and time penalty is nominal. 


| The process which was worked 
out in the laboratory of the J. W. 
Clement Company, Buffalo, under 
| direction of L. W. Claybourn, uses 
|a special type of varnish having 
two necessary properties, quick set- 
| ting and crystal clearness. The cat- 
_ alog is the product of the creative 
staff of Pontiac’s agency, Mac- 
Manus, John & Adams, Inc., work- 
ing with Pontiac’s advertising de- 
partment. 


| 


Parkes to Southern 


Holcomb Parkes, formerly asso- 
| clate director of public relations of 


or details write Wm. | application of varnish, said to have| the Association of American Rail- | 
| been used for the first time on four- | roads, Washington, D. C., has been 


named assistant to the president of 
Southern Railway System, Wash- 
ington. 


CHML to McGillvra 


Station CHML, Hamilton, On- 
tario, has appointed Joseph Hershey 
McGillvra as its United States rep- 
| resentative. 


Charge Companies 


Confuse Public 
with ‘Webster’ 


Washington, D. C., Nov. 19.—The 
Federal Trade Commission §at- 
tempted today to shed some light 
on the question of whose diction- 
aries are rightly called “Webster's” 
by issuing a complaint against. 
World Syndicate Publishing Com- | 
|pany, World Publishing Company | 
and Commercial Bookbind Com- | 
pany. all of Cleveland. 
| The complaint recites consider- | 
able dictionary history by pointing | 
out that in 1828 Noah Webster 
published the first dictionary which | 
later came to be known as “Web- 
ster’s Dictionary.” Upon his death 


FTC Hits Brokers 

United Buyers Corporation, Chi- 
|cago, and 13 buyer and seller re- 
| spondents in the grocery field, have 
been ordered by the Federal Trade 
Commission to cease and desist 
from violations of the brokerage 
section of the Robinson-Patman 
Act. FTC findings were that UBC 
has operated as a cooperative buy- 
ing organization, owned and oper- 
ated for the benefit of its stock- 
holders. 


. . . . 
loins “American Legion” 

Preston K. Babcock, formerly on 
the sales staff of the Jam Handy 
Organization, New York, has joined 
the advertising staff of American 
Legion Magazine, New York. Rus- 
sell Holt, a member of the Ameri- 
can Legion sales staff for the past 
10 years, has been named Eastern 


in 1843, George and Charles Mer- | manager. 


riam acquired all publisher's rights | 


| including the trade name, and since 
1847 G. and C. Merriam Company 
| has issued dictionaries under names 
_including the word “Webster.” 

Merriam’s exclusive rights to the 
name expired in 1889. The Cleve- 
land companies are charged with 
imitating Merriam advertisements 
and titles, and with creating con- 
fusion and deceiving the public by 
using the name “Webster.” News- 
paper copy has represented their 
volume as a revised edition of “The 
Unabridged Dictionary by Noah 
Webster.” 

FTC admits that some copy and 
title pages have included the dis- 
claimer: “This dictionary is not 


published by the original publish- | 


ers of Webster’s dictionary or by 
| their successors.” This statement, 
however, does not always appear 
and when it does it is in relatively 
inconspicuous type. 


Smith Joins “Herald” 


Carl W. Smith, Jr., formerly ad- 
vertising manager of the Daily Citi- 
zen, Cushing, Okla., has joined the 
advertising staff of the Daily Herald, 
Denison, Tex. 


| 
| 


PERSONAL 
SERVICE 


/ 


. 
QAUKCHICE WIC. 
PHOTO ENGRAVERS 
547 S CLARK STREET 
CHICAGO, ILLINOIS 
WABASH 6284 
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in the rich St. Louis market. Among lis- 


teners and advertisers alike. 


THE VOICE OF ST.LOUIS - 50,000 WATTS 


Owned and operated by CBS. Represented nationally by Radio 
Sales: New York, Chicago, Charlotte, San Francisco, Los Angeles 


know army life best—the draftees. 
This half-hour series is typical of the KMOX brand of 
showmanship. It is this knack for building attention-hold- 


and KMOX is army escort for a 107-county audience! 


KMOX was first in the country to follow the boys into the 
army and give their families the inside story of lifetat camp. 

Now in its thirty-fifth week, ‘‘Youth Answers the Call” 
gives KMOX listeners a close-up picture‘of everything from 


meals...to maneuvers...to morale. As told by those who 


ing programs that has won KMOX a ‘‘pass friend” welcome 
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Cranberry Canners 
Gets FTC Charge | 


Cranberry Canners, Inc., South | 
Hanson, Mass., has been charged | 
by the Federal Trade Commission | 
with violation of the Robinson-Pat- 
man Act provision which bans ad- | 
vertising allowances which are not 
proportionately equal to competing 
customers. 

According to the complaint, the 
company paid one Philadelphia cus- 
tomer 3.8 cents per case for adver- | 
tising services, another 4.9, and two 
others 6 cents, while large Phila- 
delphia jobber customers selling the | 
cranberry sauce under their own | 
brand names received no advertis- 
ing payments. 


PHOTOS 2+'25¢ 


In lots of 100. Send photo or negative. 
f0O at $3.25. 25 at $2.00. Photo postcards 
1'%4c-1,000. 


Enlargements Now at Strikingly Low Prices 
30° x 40°—$1.75 ea. 40° x 60°—$3.50 ea. 
Mounted or Unmounted 
COMMERCIAL PHOTO, 416 West 45, New York City 


Serving accounts in 37 states 


IN BUFFALO 


. 


NOW, — 
more than ever, — 
BUFFALO'S FIRST 
— for regional — 
coverage 


‘ 


eh 


‘ 
Y) nN 


_ 


New $350,000 Transmitter Plant 


WGR ssox.c. 
BUFFALO'S 5000 watt 
MUTUAL NETWORK STATION 

—gurrato 
BROADCASTING CORPORATION 


FREE & PETERS, Inc. 


| 
| 
| 


ATTENDEES AT THE ANA-FOUR A'S MEETING — ‘Prof. Qwhis-key’ 


Helps Seagram's 
Salesmen Learn 


| 


Pressing problems were cast aside momentarily as ihe cameraman snapped ‘his 


group at the joint session in Hot Springs, Va., Nov. 12-14 (left to right) W. F. 

Lochridge, vice-president, J. Walter Thompson Co.; Paul Willis, Jr., advertising 

department, Kraft Cheese Co.; John H. Platt, advertising director for Kraft; 

J. P. Miller, vice-president, Pet Milk Sales Corp.; and Ben Pollak, advertising and 
sales promotion manager, Richfield Oil Corp. of New York. 


This luncheon sextet includes (left to right) L. F. Erickson, Western sales manager, 
CBS; Kennett Hinks, vice-president, J. Walter Thompson Co.; John W. Karoi, 


director of market research, CBS; James D. Shouse, vice-president snd general 
manager, Crosley Corp.; Robert E. Dunville, vice-president in charge of :ales, 


Crosley Corp.; and W. C. Gittinger, vice-president in charge of sales, CBS. 


In this informal group are (left to right) Frank Walker, RCA Mfg. Co.; O. B. 
Capelle, sales promotion manager, Miles Laboratories; Stanley F. Withe, adver- 
tising manager of casualty, fire and marine insurance, Aetna Life Insurance Co.; 
Herbert Thompson, advertising manager, Miles Laboratories; and O. C. Brown, 
advertising manager, Oklahoma City Oklahoman and Times. 


| 


| 
| 
| 


| 
| 
| 


Van Deventer Sees 


Judicious Copy as 


Defense Era Need 


Springfield, Mass., Nov. 19.—John 
H. Van Deventer, president and 
editor of The Iron Age, told 75 New 
England industrialists gathered here 


sored by Wm. B. Remington, Inc., 
Springfield agency, that the “lines of 
communication” must be kept open 
between manufacturer and consum- 
er by judicious advertising. The 
conference was called to discuss 
public relations and business build- 
ing during the defense period. 

Mr. Van Deventer advocated edu- 


|cational advertising for the heavy 
| goods manufacturer, and consumer 
-advertising calculated to put de- 
mand for consumer goods “on dry 
|ice” until after the war. The gov- 
ernment might frown upon institu- 
| tional advertising, he said, but it is 
doubtful that any grounds could be 
found for objection to the kind of 
|}advertising aimed at keeping a 
company in business after the war. 
| Ralph E. Rindfusz, president of 
| Zanes Finders Associates, Inc., New 
York, warned the meeting that if 
business does not move to solve the 
| problem of post-war readjustment, 
it may expect either a revolution or 
public works expenditures beside 
which the spending for WPA and 
|PWA will seem like pin-money. 
The third featured speaker was 
Howard J. Philbrook, Springfield, 
representing the contract distribu- 
tion branch of OPM. Mr. Reming- 
ton introduced the speakers. 
Informally answering questions 
at the end of his speech, Mr. Van 
Deventer reiterated previous state- 
ments that the country’s steel ca- 
pacity was more than adequate, and 
|again asserted that such priority 


|products as steel should be “ra-| 


tioned out like food in warring | 

ee Sa 
countries” to take care of civilian | 
uses. 


New Haven R. R. 
Copy Introduces 
Its Employes 


last week for a special dinner spon- | 


New York, Nov. 19.—Employes 
of the New York, New Haven & 
|Hartford Railroad are introduced 
|by name to the public in a cam-| 
|paign launched this week in 173 
|daily and weekly newspapers in| 
| cities and towns in New York, Con- | 
necticut, Massachusetts and Rhode | 
Island along the company’s lines. | 
| Sketches from life of personnel in | 
all branches of the service, ranging 
from engineers to porters, enliven | 
the copy, designed to give the trav- | 
eler a clear picture of the workers 
who contribute to his safety and 
comfort when he steps on a train. | 


Four or five sketches in each inser- | 


tion are identified as to name and 
position of the employes, chosen 
from the 24,000 in the service, and 
are accompanied by brief captions 
explaining their various duties in 
an informal, conversational style. 
Copy of 330 lines will appear 
weekly into 1942. Wendell P. Col- 
ton Company directs the account. 


Group Forms ADCO 


ADCO Advertising Company has 
been formed at 5212 Wilshire boule- 
vard, Los Angeles. Members of 
the firm include Faraon Jay Moss, 
Edwin B. Newport, Eric H. Mun- 
singer, Wallace Busse, Jo Holle- 
baugh and John T. Davies. 


Gets State Account 


McCann - Erickson, Seattle, has 
been named to direct the advertis- 
ing of the Washington State Prog- 
ress Commission, Olympia. 


| cesses and other 
| without resorting to dull classroom 


New York, Nov. 19.—Ideas bor- 


| rowed from newspaper comics and | 
_radio quiz programs are combined 


to solve a selling problem in an 
educational campaign launched by 
Seagram Distillers Corporation 
under the direction of Seward W. 
Eric, assistant general sales man- 
ager. 

Seeking a method of instructing 
salesmen on manufacturing pro- 
vital information 


procedure, Mr. Eric developed a} 
four-page lesson in four colors to! 
be issued every two weeks. The 
four pages tell in comic-strip form | 
the story of “Mr. C. Gram’s Diary” | 
and close with “Professor Qwhis- | 
key,” a feature which enables the 
salesman to cross examine himself. 
on what he has learned. 

In a continuous story carried from | 
one issue to another of “Seagram’s 
Selling Secrets,’’ salesmen can fol- 
low “Mr. C. Gram,” the new sales- 
man, as he goes through the Sea- 
gram plants to learn the secrets of 
liquor distilling before tackling his 
sales job. 


Drug Firm Elects 2 

T. O. Duff, manager of Duff di- 
vision of McKesson & Robbins at | 
Chattanooga, has been elected re-| 
gional vice-president in charge of | 
the south central district, replacing | 
J. L. Bedsole. A. B. Benson, man- | 
ager of the company’s Eastern drug | 
division, Boston, was named re- 
| gional vice-president for the New 


| England district, taking over from | 


|George Van Gorder, who has been 
| assigned to executive duties at the 
New York office and who will con- | 


tinue as regional vice-president of | 


Adds Three Accounts 


Bevin - Wilcox Line Company, 


| East Hampton, Conn., Acme Shear 
| Company, Bridgeport, and Warner | 


Bros. Company, 
Bridgeport, have 


box division, 
named Snow, 


| Bates & Orme, Springfield, Mass., ad 


direct their advertising. 


| the New York metropolitan district. | 


| 


HANDSHAKES 


Shaking hands is in order as these three 
officials meet at the ANA session in Ho} 
Springs (left to right), F. H. Marling, 


advertising manager, Pure Oil Co.. H.R 

Shehan, vice-president, Wildroot Co, 

and P. J. Kelly, general sales manager 

Corstairs Bros. Distilling Co. (Other pic. 

tures of the ANA-4 A's meeting are on 
page 31.) 


SEE 


TOMORROW 


The Magazine of the luture 


January Issue 


OUT 
DECEMBER 15 


ON ALL 
NEWSSTANDS 


25 cents 


Advertising rates and sample 
copy on request. 


Creative Age Press, Inc. 


11 East 44th Street 
New York, N. Y. 


— 


Pg | 
45, HAPPY MINUTES with 


pene 


WCAE has a slightly terrific lady screwball, name of Irene 


So we built a show around her. 


Packed it with music, 


laughs and sales oomph. And it’s becoming a quiet sensa- 


tion among Pittsburgh's “'4 million.’ 


‘* 


One, two or three quarter-hour strips of Irene’s colossus 
(4 to 4:45 p. m.) are now available to any sponsor with 4 


sense of humor and a few 


your phone or your secretary and tell us where to send 


complete information. 


*Population, WCAE 


Service Area 


5000 Watts - 


1250 K. C. 


sales) records to break. Grab 


/ 


The KATZ AGENCY 


National Representatives 
500 Fifth Ave. - New York, N.Y. 
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EULsG 


NVarket Pla 


The rates for this department are as follows: 


‘Help Wented,” 


cash with order. 


“Positions Wanted,” 
“Representatives Available,” 30 cents a line, minimum charge §1. 


“Representatives Wanted,” and 


Terme 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 


$4.75 per inch. 


POSITIONS WANTED 
SURE-FIRE COPYWRITER 
Competent producer. Department 
store, agency, specialty shop experi- 
ence. Young woman, alive, tested wit! 


Full time or worthwhile free-lance 
accounts. 
jox 3528, ADVERTISING AGE, N. Y. 


Advertising assistant, 


art, layout, copy, engravings. Agency | 
experience. Draft exempt. 
Box 3526, ADVERTISING AGE, Chego. | 


ADVERTISING AGE CONTEST 
WINNER DESIRES CHANGE 
First college division winner of AA 
essay contest, 26 years old, draft-ex- 
empt, and now employed as advertis- 
ing manager of small Texas daily 


newspaper desires opportunity to join | 


larger organization, not necessarily 
newspaper, in advertising, editorial, 
or public relations work. Has had |} 


agency and varied newspaper experi- 
ence 

Box 3523, ADVERTISING AGE, Chgo. 
AVAILABLE AFTER JANUARY 1 
\dvertising manager with long ex- 
perience as copy writer, visualizer, 
supervisor of advertising departments. 
Has bought millions of dollars’ worth 


Knowledge of | 


! 
HELP WANTED 
| 


SALESMEN WANTED 
| Advertising salesmen now selling 
;space in magazine, ete., to. solicit 
space-distribution contracts on adver- 
tising book matches for Nationally 
|} known book match 
spare time. Factory cooperation, qual- 
ity product, good service, competitive 


prices, plus genuine value of book 
match advertising as publicity and 
|} result-getting medium, your assur- 


ance of success, 


Unusually fine side- 
| line 


opportunity for men contacting 


|national accounts or local accounts 
jadvertising on a large seale, 15% 
commission on space deals; half ad- 


vanced upon receipt of 
well-rated accounts. Write for details 
today, and tell us about yourself 

Box 3420, ADVERTISING AGE, Cheo 


order 


HOUSE ORGANS 


Mr. Sales Manager! 

Let me show you how to help your 
salesmen produce more through 
personalized house-organ You serve 
as editor I do the work 
free samples Edward Edelstein, 201 
N. Wells St... Chicago, Hlinois. Dear- 
born S557 


of newspaper, business paper and gen- | 


eral magazine space and produced and | 


supervised car loads of direct 
Prefer connection around New 
r Boston with manufacturer 
to industry or agency handling in- 
dustrial accounts. Salary, $7,000 

Box 3529, ADVERTISING AGE, N. Y, 


mail 
York 
selling 


REPRESENTATIVE WANTED 
New Ideas Bring New Business 
Artist, designer of many paper novel- 
ties, premium, mail-in ideas and novel 
displays open for a few more free- 

lance connections 

Box 3527, ADVERTISING AGE, Chgo. 
HELP WANTED 

Need 


combined) production manager 
and assistant art director immedi- 
ately Longe experience not required; 
position has excellent future. We 
work long hours, turn out top quality 
work, don't expect huge pay now. 
One of fastest growing agencies in 


the east, specializing in smaller ac- 
ounts, recognized, with unusual rec- 
ord of client results. Located in the 
country, but providing city service 
Experience, references, minimum sal- 
iry, when you can move in; make it 
rief. Send one example of produc- 
tion problem solved, one example of 
ayout for specific job 

Box 35 ADVERTISING 


X S025, AGE, N. Y 


MISCELLANEOUS 
| Wanted—An Advertising Ageney to 
tie-up with «a Trade Shop reproducing 
Displays in Litho or Silk Methods, in 
halftone or the new no screen Crain 
Process No cash required 
Box 3524, ADVERTISING AGE 
WANT TO BLY 
3.00 AVMAS GIFTS 
priorities a large insurance 
has failed to procure its 
supply of Christmas gifts for 


Chee 


Due to 
company 
usual 


its agents and brokers It therefore 
seeks the cooperation of a reliable | 
manufacturer in furnishing such an 
article which must be designed for 


} use on or in recipient's desk, although 
NOT a calendar, memo pad or holder, 
pen-pencil desk set, or such a_per- 
sonal item as billfold, key case, pencil, 
cigarette likxhter, ets In previous 
years this company has pgiven im 
printed Snuff-a-rette ashtrays 
imprinted Rule-o-Scopes. Gifts should 
have royal blue color and must carry 
donor's trade-mark white imprint and 
|}be tastefully packed for shipping 
Cost should not exceed 40ce¢-45¢ per 
| packed unit with approximately 3,500 
} units required If can make delivery 


F.O.B., New York, by December 10th, 
reply immediately 
DEPARTMENT 4-R 
Box 26, Trinity Station, New York, 


manufacturer, in | 


Bihl Joins S & M 

Edward Bihl, formerly with 
Blackett - Sample - Hummert, Chi- 
cago, has joined the production de- 
partment of Sherman & Marquette, 
Chicago. 


Gets O’Dara Account 

O’Dara Products Company, St. 
Louis antiseptic maker, has named 
Shaffer Brennan Margulis Advertis- 
ing Company, St. Louis, to direct 
its account. 


THERE IS AVAILABLE TO NA- 
TIONAL ADVERTISERS A SPECIAL- 
IZED SERVICE IN PLANNING, DE- 
SIGNING AND PRODUCTION OF 
LITHOGRAPHED DISPLAY MATERIAL 
-IT MAY BE THAT THE SKILL 
AND EXPERIENCE OF THIS 
ORGANIZATION COULD BE USED 
ADVANTAGEOUSLY BY YOU 


UTHOGRAPHED DISPLAYS 


a ' 


” 


HANDISING KNOWLEDGE © CREATIVE ABILITY © PRODUCTION SKILL 


Cartoons Spice 
New Insurance 
Drive in N.Y. 


New York, Nov. 18.—A serious 
| story is embellished with a humor- 
| ous touch in the campaign launched 
|this week by American Surety 
Company and New York Casualty 
Company to warn motorists of the 

impending New York State Motor 
| Vehicle Responsibility Act. 

| Appearing weekly in 14 news- 
| papers in seven upstate cities, copy 


“POOR SMITH HAS OFEH in A STOW 
orm einen he hey hie deters Rowman” 


A ore foremght pus cur Auto Ligtality Petey omit 
emg 


featuring cartoons by Herb Roese 
provides a picture of the difficulties 
awaiting drivers who lose their li- 
censes under the new law. One 
cartoon depicts a military tank 
'rammed into a tree, with the cap- 
tion, “Poor Watson hasn't been able 
to operate his tank since he lost his 
driver’s license.” Copy points out 
that foresight “plus our auto lia- 
bility policy” would have enabled 
Watson to avoid such a situation 
and offers a leaflet explaining the 
penalties under the new law. 

The campaign will continue until 
the end of the year through Albert 
Frank-Guenther Law. 


Bottlers Award 
Poster Honors to 
Four Companies 


Philadelphia, Nov. 18. — Equal 
/merit awards in the 1941 24-sheet 
| poster contest of the American Bot- 
tlers of Carbonated Beverages were 
| presented at the closing session of 
the association’s annual convention 
|here last week. Awards went to 
| Canada Dry Ginger Ale, Inc., New 
York, for a Spur poster; to Coca- 
Cola Company, Atlanta, Pepsi-Cola 
Company, Long Island City, N. Y., 
and Seven-Up Company, St. Louis. 

Plaques were presented to repre- 
sentatives of the winning companies 
by a contest jury member, Herbert 
W. Hess, University of Pennsyl- 
vania professor of marketing. Other 
judges were Franklin R. Caw, 
director of research and marketing, 
Farm Journal & Farmer's Wife, 
and Elizabeth V. Wilson, president, 


Philadelphia Club of Advertising 
| Women. 

The contest, open to posters dis- 
played after May 1, 1940, was 


judged on merchandising effective- 
ness, human appeal, artistic merit 
and effective use of color. 


Delay Action on 
Ice Industry Drive 


Advertising plans of the National 
Association of Ice Industries will 
not be announced until an execu- 
tive committee on national advertis- 
ing and the association’s executive 
committee has had further time to 
consider the matter, association 
members were told at the annual 
convention in Toronto. A. B. Pope, 
president, expressed the opinion 
that the report would be completed 
soon. 

The association has spent $2,500,- 
000 on advertising since 1935 when 
a national campaign was launched 
to combat a 50 per cent decline in 
the use of ice which ensued during 
the early depression years. Since 
1935 the industry has held its own, 
the convention was told. Hurley G. 
|Hust is advertising director of the 
| association, whose headquarters re- 
cently were moved from Chicago to 
| Washington, D. C. 


Earnings of 
Advertisers 


General Cigar 

Net income for nine months end- 
ing Sept. 30 was $1,018,836, com- 
pared with $930,167 for the first 
three quarters of 1940. 


Hercules Powder 

Earnings for nine months ending 
Sept. 30 were $4,356,632, compared 
with $3,744,236 for the first nine 
months of 1940. 


Nehi Corp. 
Net profit for nine months end- 
ing Sept. 30 was $895,699, compared 


with $824,441 for the first three 
quarters of last year. 


Procter & Gamble 

Earnings for the quarter ending 
Sept. 30 were $6,974,603, compared 
with $4,589,992 for the same period 
in 1940. 


Shell Union Oil Corp. 

Net income for the 
quarters of 1941 was 
compared with $12,615,196 for the 
same period in 1940. 


first 


United States Gypsum 
Net profit for the first nine 
months of 1941 was $4,770,658, com- 


pared with $5,250,240 for the like | 


period last year. 


Wesson Oil & Snowdrift 
Earnings for the year ending 
Aug. 30 were $3,770,942, compared 


with $1,609,385 for the previous 
year. 

Stewart-Warner 

Net income for the 1941 nine- 


month period was $1,370,111, com- 


pared with $994,684 for the like 
period in 1940. 
Household Finance 

Net profit for the first nine 


months of 1941 was $4,159,374, com- | 


jpared with $4,691,567 for the same 
jtime in 1940. 


Atlantic Refining 

Earnings of $9,165,000 were re- 
ported for the first nine months of 
1941, compared with $6,562,000 for 
the same 1940 period. 


Bausch & Lomb 

Net profit for the first three quar- 
ters of this year was $1,302,643, 
compared with $1,369,575 for the 
like period in 1940. 


Du Pont 

Net income for nine months end- 
ing Sept. 30 was $68,253,664, com- 
pared with $67,928,497 for the same 
nine months in 1940. 


International Business Machines 

Earnings for the year’ ending 
Sept. 30 were $7,116,217, compared 
with $6,413,779 for the preceding 
year. 


National Cash Register 

Net profit for the 12 months end- 
ing Sept. 30 was $3,108,076, com- 
pared with $1,992,830 for the 12 
months previous. 


Quaker State Oil Refining 

Net income for nine months end- 
ing Sept. 30 was $1,508,454, com- 
pared with $244,931 for the com- 
parable period in 1940. 


Sherwin-Williams 
| Earnings for the year ending 
|Aug. 31 were $5,611,185, compared 
with $4,828,746 for the preceding 
year. 
Texas Corporation 

Net profit for nine months ending 
Sept. 30 was $40,063,433, compared 


with $33,692,712 for the same 
period last year. 


Tide Water Assoc. Oil 

Surplus available for common 
stock after preferred dividends for 
the first nine months of 1941 was 
$8,103,095, compared with $5,370,- 
125 for the same period last year. 


American Home Products 

Earnings for the first nine months 
of 1941 were $3,130,549, compared 
with $3,106,831 for the first three 
\quarters of last year. 


three 
$14,485,986, 


Blaw-Knox Co. 

Net income for the first three 
quarters of this year was $1,618,166, 
compared with $891,952 for the like 
period last year. 


Container Corp. 

Net profit for nine months end- 
ing Sept. 30 was $1,488,222, com- 
pared with $1,529,650 for the first 
nine months of 1940. 


General Baking Co. 

Earnings for 39 weeks ending 
Sept. 27 were $680,470, compared 
with $1,646,133 for the comparable 
period last year. 


Standard Sanitary 

Earnings for the first nine months 
of 1941 were $5,171,849, compared 
with $3,720,806 for the first nine 
months of last year. 


Gillette Safety Razor 

| Net profit for the first three quar- 
ters of 1941 was $2,333,337, com- 
|pared with $1,938,775 for the first 
‘nine months of last year. 


The BIG 


= 


| 


. 


1p Rurrats 


goes to 


0,000 


aN 


SS 
ICA 


a Bier , n biniae 


New $350,000 Transmitter Plant 


WKBW isz0x.c. 
BUFFALO'S 50,000 watt 
COLUMBIA NETWORK STATION 


BUFFALO. 


BROADCASTING CORPORATION 


| FREE & PETERS, Inc. 


WATTS 
blanketing 11 states 
and 12 million people 


“ 


ee Pe Re 


* 


ee 
7 ‘ 


‘ i ®y sete eek : we om an ‘ : ‘ we a . . ft Sy 2 ‘ 2 * . 71 
a 
Ne  , , 4 
| ‘ 
4 
rs 
| » 
TRE TEESE IR A SMI ANT SEI A a | 
SSS == é 
SSS — = "AT! >SSIE!"EFLEL=E"UEEESSSE|Ep|p|)|EL"™5§©=h]=[—SSSSSSSS= 
ee 
— ame? “yp + - 
ih ay 
_ eo \. 
ad AY 
<= \. a 
—————___———— ie AN : 
I “74 ‘ Hes . 
we L 
Pog 1\ Qa <a. asst | 
a5 * ¥ _ : 
$+}YTYT——— PO | 
eg 
BY CT | 4 
| tareatn ty Gnstngntan SegmuttnesGneny 
PO | Mores Vehicte Safety Remporaibaity Loe Por eney’s 
rpg Gwe a = ; 
ee ee te ee 7 
meant cores strongt — tee ewe ca i Y 
scniaianaae ceed J 
| | | 
ee “= 
: 
a — te — : 
eu 7 ee ; x ae ies 
S ae eo ae 
2 ae r =. < asain 
| ‘ ee \ * > nz ee, : a * i : ; 
J Ort aoe. ae 
KS 7 : . 2 ant 
| artes as $f 
cats . ° ie oo = ste 
a Ss . a ee ee 
ae cua aha -. 
a poe a ‘ \ a : reas : 
: | { at A, | a ; Ail 
\ ; 
L ; . i eas a 
UBB oe —_ 
- i, . oF -~ J = ‘ -.. on ; 
meen) £7 eal 
a a ——s a ai Rs : 
—__—— (| , 
| S " | 
' puremin @nonncasTiMe cone ’ es 
IF | | . 
Ty 8 og: | 
, : a it ’ 
Y } ‘ ; 
Z 
J aie 
eae” ae ? , a: - and am 
a < . 2 + a ale ss TEA at te are Sos + = eee ra 
M | | a ae sa ena F ~ 
Pd 
a a ind ioe ae ae ge Are icc eT oN i . 7 A cat + yor : : 2 il pa t aie = Se nad al : - ee ie, ?. 33 AG vt: : r ae ak 
Brat in oe aye Fe a i oes es ae by eee: nt, oe - f ‘ i ita Wie i, =o b« ae vd Pe tage Ls ae = ak nf a on “OR Pets, a Me ee o. Fee sis ae «se ce tiaa = be eer a ay rat 4 


28 


wong 


Affiliates of 
Networks Form 
Organization 


(Continued from Page 1) 
an agreement with ASCAP on 
music contracts although it was ad- 
mitted that the matter is by no 


means settled. The NAI did an-| 


nounce alleviation of one 
sore spots of station operation, how- 
ever, by revealing that it had 


of the | 


sponsored an agreement negotiated | 


between transcription companies 
and ASCAP whereby stations hold- 
ing ASCAP licenses using these 
transcriptions will be relieved of 
complicated record-keeping. 

Steps were taken to establish mu- 
tually beneficial relations between 
members of the NAI and national 


NEW HAVEN 


AW ss 


Ithiel Town of New Haven invented 
and patented the first pure truss bridge 
built in America. By his invention he 
solved the serious problem of the con- 
struction of a safe railroad bridge that 
was inexpensive. Town received $1 a 
foot royalty for all truss bridges built 
in America. He was a brilliant archi- 
tect, designing the spire of Center 
Church, New Haven, in 1812, consid- 
ered one of the finest examples of 
early American architecture. 


The New Haven Register 


FIRST in Connecticut in Circulation 


| 
| 


| sent 
| eral 


William S. Saul, account executive with 
Albert Frank-Guenther Law, Inc., New 
York, is getting his $500 check from 
Shepard Spink, advertising manager, 
Time magazine, for winning Time's novel 


circulation sweepstakes. His was the 
lone entry among more than 4,000 from 
ad executives ranking seven subscrip- 
tion-getting circulation letters in their 


correct pulling position. Time tested the 
letters on several groups of business men. 


networks. 
was appointed to handle such mat- 
ters as the super-power issue and 
recommendations for changes in 
existing radio law, proposed in the 
Sanders bill, hearings on which will 
be held by the House committee on 
interstate and foreign commerce in 
January. The NAI also will repre- 
its members before the Fed- 
Communications Commission 
in matters affecting current prob- 
lems. 

Mr. Pulliam will serve as presi- 
dent of the group until the first 
annual meeting early in April, 1942. 
Hulbert Taft, Jr., WKRC, Cincin- 
nati, was elected vice-president, 
and W. J. Scripps, WWJ, Detroit, 
secretary-treasurer. 

The board of directors, chosen to 
serve until the first annual meeting, 
includes: 

NBC Red network affiliates: Ed 
Craney, KGIR, Butte, Mont.; Mr. 
Scripps and Mr. Pulliam. 

NBC Blue. network affiliates: 
Ronald B. Woodyard, WING, Day- 
ton; Luther L. Hill, KRNT, Des 
Moines, and H. J. Brennen, KQV, 
Pittsburgh. 

CBS network affiliates: Hoyt B. 
Wooten, WREC, Memphis; John A. 
Kennedy, WCHS, Charleston, W. 
Va., and Edgar L. Bill, WMBD, 
Peoria. 

MBS network affiliates: Donald 
Dwight Davis, WHB, Kansas City; 
Mr. Taft and Leonard Kapner, 
WCAE, Pittsburgh. 


To Direct Merchandising 


Harlow P. Roberts, who joined 
the staff of Goodkind, Joice & Mor- 
gan, Chicago agency, last week as 
vice - president, 
will direct mer- 
chandising ac- 
tivities of the 
agency, with 
particular atten- 
tion on the coor- 
dination of radio 
activities. Mr. 
Roberts was for- 
merly manager 
of the radio de- 
partment of 


Blackett - Sam- 
ple - Hummert, 
|Inc., and before H. P. Roberts 


that was adver- 
tising manager 
Company. 


of the Pepsodent 


“El Crisol” Appoints 


El Crisol, Havana, Cuba, has ap- 
pointed M. D. Bromberg & Associ- 
ates, New York, as advertising rep- 
resentative. 


A legislative committee | 
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(Copyright, 1941, by Advertising Publications, Inc.) 
TT 
| LIT UTTITTITT Ty | 
gi WEEK BY WEEK VARIATION SHOWN HERE | 
a | 
= | } 
A | | 
r 
| \ | 
NGG = 
he A 
‘ | 
-§ t 
| } 
-0 —— alpen | 
| } } } 
-15 +—++— t+ 4 4 | j 
—20 = eS + | 
} | 
—4— — =e = + +--+ + 
LI | 
el Sy —_—_—_—_—_—_ ens i re ——_ -—w~ —E 
JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER : 
% Gain % Gain 
46-Week 46-Week 46-Week or Loss’ or Loss 
Period Period Period 1941 1941 Week Week % Gai 
Ended Ended Ended over over Ended Ended ir 
Nov. 18, 1939 Nov. 16,1940 Nov. 15, 1941 1939 1940 Nov. 16, 1940 Nov. 15, 1941 !oss 
RO CR. cpa vcvinacaes 8,809,025. 8,578,166 9,844,302 +61 + 8.9 221,687 231,889 Lae 
eS a Sere 8,071,270 6,953,601 7,480,537 —7.3 + 7.6 188,365 195,802 3 
SASIONtA, GR. ccccccsses 15,760,838 13,912,773 14,097,335 —10.6 + 1.3 350,448 340,732 28 
Baltimore, Md. ...... 19,666,703 20,219,067 21,536,868 + 9.0 + 6.5 576,750 621,593 75 
Birmingham, Ala. ..... 12,433,633 13,033,356 + 10.0 + 4.8 344,890 336,392 ” 
Boston, Mass. ........ 16,257,143 14,013,298 18.1 13.8 446,056 492,024 0 
"Bridgeport, Conn S37a665 8 6 ba eke Te as as 8=6©—“‘i‘i«i«~ hn wR 
| a ore 13,640,019 14,905,303 + 6.3 + 9.3 381,905 402,658 7.0 
Camden, N. J..... 4,828,127 4,687,375 + 19.2 2.9 120,679 123,970 2.7 
Cedar Rapids, la. . 4 4,218,914 4,404,792 —O0.1 + 4.4 120,582 105,756 2 
Charleston, Ww. Va “9,076,784 9,188,943 9,541,144 - + 5.1 + 3.8 259,896 247,254 4 
Chicago, Ill . 24,043,681 25,626,031 26,188,017 8.9 2.2 761,876 786,561 9 
Cincinnati, O. 13,931,050 14,594,856 15,370,644 + 10.3 5.3 395,722 358,653 ; 
Cleveland, © 15,881,556 16,611,129 17,128,752 +7.9 3.1 446,912 437,863 24 
Conemenes, OF; .ccrcciscs 11,746,221 11,798,440 11,881,799 + 1.2 0.7 309,917 240.655 ' 
Dallas, Tex. 18,648,564 17,731,207 18,301,547 1.9 3.2 $79,181 497,356 L38 
Davenport, Ia. ....... 8,290,173 8,611,069 8,604,946 + 3.8 0.1 212,716 223,160 ~ 4.9 
Sees GR sackeeus 12,318,154 12,622,282 13,868,017 12.6 + 9.9 385,420 400,946 4\ 
Denver, Colo, 7,992,244 7,624,725 7,914,214 1.0 + 3.8 183,906 194,789 4 
Des Moines, Ia......... 5,755,424 5,979,555 5,632,118 2.2 »8 167,641 168,846 07 
Detroit, Mich. . ...... 17,958,880 _ 18,878,830 20,034,558 11.6 +6.1 505,364 568,354 12.5 
 &, Se, Saree 9,552,977 9,541,416 10,009,420 + 4.8 + 4.9 465,913 218,652 3.1 
a | Serre 8,453,508 8,319,444 8,619,068 + 2.0 3.6 199,850 219,744 10. 
Evansville, Ind. 10,737,790 10,861,521 11,919,466 + 11.0 + 9.7 272,062 315,168 ‘ 
Fall River, Mass....... 3,052,669 3,122,173 3,392,607 + 11.1 +8.7 71,039 84,511 194 
yy aera 7,683,984 8,008,868 8,105,342 + 5.5 + 1.2 221,284 202,692 s4 
Fort Wayne, Ind....... 9,647,676 9,840,776 9,860,631 + 2.2 + 0.2 274,176 282,247 2.4 
0 A” eae 5,348,538 5,767,104 5,957,346 +11.4 3.3 141,708 133,631 ? 
Grand Rapids, Mich.... 7,986,387 8,191,125 8,523,214 + 6.7 + 4.1 202,902 193,354 47 
Greenville, 8S. C..... 5,921,304 6,667,386 6,823,434 + 15.2 2.3 158,969 171,071 7.6 
‘Hempstead, L. 1....... 2,440,383 2,254,297 3,636,829 + 49.0 + 61.3 71,510 111,779 ' 
Houston, Tex. a. 15,621,408 17,138,238 17,563,478 + 12.4 + 2.5 457,464 406,112 3 
Huntington, W. Va 7,102,739 7,488,513 7,698,511 + 8.4 + 2.8 198,140 193,785 2.2 
Indianapolis, Ind, 15,070,018 16,119,651 17,046,791 4.43.3 + 5.8 $43,548 496,356 1.9 
Jacksonville, Fla ive 8,223,400 8,651,636 9,143,540 + 11.2 + 5.7 211,204 247,618 7 
Jersey City, N. J....... 1,906,050 1,935,101 1,965,270 +3.1 +1.6 51,106 52,640 
Kansas City, Kan...... 2,404,842 2,713,683 2,387,966 —0.7 —12.0 78,827 57,484 27.1 
Knoxville, Tenn. ..... 9,675,825 9,483,712 9,746,094 + 0.7 + 2.8 247,436 234,878 1 
Little Rock, Ark... 8,255,183 8,812,300 9,034,686 + 9.4 + 2.5 208,012 220,024 
Los Angeles, Cal coos Baeetenee 21,253,232 21,680,951 1.8 2.0 617,105 197,779 
Louisville, Ky 13,086,150 13,183,577 13, 423 + 6.5 5.7 344,500 $81,417 10 
Lynn, Mass ‘ 7,421,820 8,009,803 15,450 10.7 +26 205,772 178,556 l 
Manchester, N. H 3,944,535 3,280,720 3,229,819 18.1 1.6 83,256 73,042 
‘Memphis, Tenn 10,836,370 11,638,830 11,840,878 + 9.3 +1.7 338,954 331,884 
Miami, Fla 11,433,012 12,179,897 11,672,959 2.1 4.2 265,370 225,680 
Milwaukee, Wis “i 12,769,555 _ 13,875,251 15,157,396 + 18.7 + 9,2 354,070 425,412 + 20.1 
Minneapolis, Minn 12,433,103 10,991,928 11,204,049 9.9 +1.9 252,444 257,932 +2.3 
New Bedford, Mass 2,807,014 3,191,906 3,419,23 21.8 + 7.1 77,378 83,454 7 
New Haven, Conn.. 8,197,770 8,577,604 8,815,776 + 7.5 + 2.8 205,142 211,848 
| New Orleans, La.. 17,404,808 17,844,501 17,608,048 + 1.2 1.3 523,058 432,601 18 
| New York, N. Y 52,813,914 53,275,818 52,072,656 1.4 2.3 1,505,282 1,559,768 
Brooklyn, N. Y 3,501,394 3,170,324 3,293,633 5.9 +3.9 104,732 91,804 12 
| Norfolk, Va 8,482,124 9,279,084 9,684,208 +14.2 +4.4 234,052 235,494 0 
Oakland, Cal ; 7,279,139 7,936,159 8,268,598 + 13.6 + 4.2 215,094 230,836 7 
Oklahoma City, Okla 7,955,052 7,068,502 7,5 5.0 7.0 182,224 176,470 
lOmaha, Neb 5,283,406 5,368,997 6.3 0.8 —o.8 200,592 113,960 43 
| Peoria, Il ‘ 9,812,819 10,640,373 + 12.8 4.1 264,796 248,962 . 
Philadelphia, Pa 24,348,483 25,852,274 + 12.6 + 6.1 706,179 817,538 
Phoenix, Ariz. 6,808,494 7,537,124 7,1 + 16.9 + 5.6 $41,532 27,812 
Pittsburgh, Pa, 18,121,950 18,792,844 o + 6.5 1.3.7 485.912 519.904 
| Portland, Ore 10,997,723 10,321,598 11,037,905 + 0.4 + 6.9 250,992 254,828 
| Providence, R. 1 10,636,747 10,495,254 10,548,479 -0.8 + 0.5 268,392 265,675 
Reading, Pa 8,992,265 9,467,642 9,728,72 8.2 +2.8 253,736 257,964 
| Richmond, Va 11,290,138 11,440.450 11,298,420 0.1 1.3 395,726 292,096 
Rochester, N. Y 13,524,717 13,758,868 14,280,890 + 5.6 3.8 371,310 354.4258 4" 
| Rockford, Ill , 7,089,936 7,679,112 8,349,450 17.8 +8.7 191,338 208,390 ° 
Rock Island-Moline, Ill 7,473,456 7,506,326 7,918,886 - 6.0 5.5 175,280 190.484 Si 
Sacramento, Cal 7,396,858 7,325,517 7,688,474 + 3.9 + 5.0 184,422 188,902 -4 
San Antonio, Tex.. 6,462,846 6,850,874 7,900,361 22.2 + 15.3 170,157 218,115 28.0 
San Diego, Cal.... 11,772,635 10,481,338 11,213,140 4 + 7.0 244,244 195,440 
San Francisco, Cal 14,178,712 13,469,421 13,722,969 3.2 + 1.9 414,639 394,904 4° 
| Seattle, Wash 10,371,940 10,575,136 11,466,116 $10.5 8.4 262,962 306,796 16. 
} South Bend, Ind.. 1,744,025 4,878,693 5,631,433 18.7 15.4 149,150 168,32% Ie 
| Spokane, Wash 5,884,640 5,745,422 5,624,340 4.4 24 168,000 168,014 
| me Se, BO.. cccces 16,116,530 16,324,680 16,147,658 0.2 1.1 451,200 484,150 
St. Paul, Minn.... 9,737,260 9,428,205 9.292.572 ical i4 532.911 951.194 7.8 
Syracuse, N. Y.... 9,474,376 7,071,242 8,304,903 12.4 + 17.4 248,262 187,647 24.4 
Tacoma, Wash. ..... 5,688,220 5,858,965 6,097,059 7.2 + 4.1 167,523 129,580 -- 
Tampa, Fla. ..... 5,999,938 6,884,012 6,968,664 + 16.1 +1.2 187,250 162,974 
Toronto, Ont., Can 14,317,821 13,383,947 14,160,806 —1.1 +58 378,011 353,350 . 
Troy, N. Y.. 3,978,236 3,861,900 ~ 4,228,968 $6.3 +9.5 103,964 116,270 ’ 
"Tulsa, Okla 8,061,608 8,392,796 , ae ‘ea nae 197,680 owe 
Washington, D. C.. 29,269,812 30,887,357 $1,962,377 +9.2 + 3.5 897,084 996,627 
Winston-Salem, N. ¢ 6,218,888 6,175,060 6,193,286 —0.4 +0.3 157,276 144,43>° o.6 
Youngstown, ©. ....... 6,839,917 7,431,917 8,164,881 +19.4 +9.9 209,916 234,146 I 
Total 893,808,031 905,477,058 936,082,732 + 4.7 +3.4 24,886,262 25,069,893 
1 Atlanta Georgian and Sunday ~ American ceased Issue Jan. 1, 1940, containing 428,848 lines 
publication Dee, 17, 1939 vertising 
2 Newsday launched Sept. 3, 1940. 5 Syracuse Journal published 100th Anniversa » © 
$ San Diego Sun suspended publication Nov. 25, 1939 tion March 20, 1939, containing 216,207 line r a 
{4 Commercial Appeal published 328-page Centennial vertising. 
Figures not included in totals 
. 
WFIL Appoints Katz MONTREAL 
Station WFIL, Philadelphia, has | | roronto 


|}appointed Katz Agency, New York, 
|}as national sales representative. 
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Advertising in the Test Stage 


Cc. V. Gregory, 


OFFERS NEW CRACKERS 
Philadelphia, Nov. 19.—Selecting 
tford, Conn., because of the 
ming defense 

‘bler-Weyl Baking Company is 

jing for a bigger share of the 

vemaker’s favor with its new 

mn House crackers. 
This “worthy companion” to 
Ke bler’s established Saltines, salted 
crackers, is new in shape and size, 
tender as pastry, and “won’t crum- 
ble.’ copy declares. The price, 18 
cen's a package, is prominently dis- 
pla ed. 

Several other Eastern cities are 
on the company’s list as test areas, 
and like Hartford they are defense 
centers. Success of the initial cam- 
paign is expected to determine ex- 
tension of the drive for the new 
product. 


MEN'S CLOTHING CHAIN 
ADVERTISES TO WOMEN 


H: 
bo 
Ke 
bic 
ho 
To 


New York, Nov. 19.—Feminine 
influence on men’s _ purchasing 
habits received direct recognition 


this week as Roger Kent, Inc., be- 
gan a newspaper test campaign ad- 
dressed exclusively to women. 
After determining by actual 
count that a large majority of the 
men who visit Kent shops are ac- 
companied by women, the men’s 
clothing chain decided on a cam- 
paign specifically designed to har- 
ness this potent sales factor. 
Making women the starting point 
of the sales effort, 150-line copy 
appearing weekly in the New York 
Sun draws a parallel between the 
American woman’s ability to be 
well-dressed On a modest budget 
ind the Roger Kent idea of offer- 
ing expensively styled men’s ap- 
parel at one popular price. 
Turns the Tables 

A controversial approach is pro- 
vided with such captions as “Do 
women dress better than men?” 


Mavings, 
vou go the WHK way. 
Example ; 
eral Savings & Loan Ass’n. 


loans, assets increase when 


Cleveland’s South Side Fed- 


WHK 


Cleveland, O. 


Rep.: Paul H. Raymer Co. 


| 
| 


+ 6 
_ SOCATER 
Southern Friendliness 


‘Te ANSLEY + ATLANTA, GA. 
tT TUTWILER + BIRMINGHAM, ALA. 


Te ANDREW JACKSON * NASHVILLE, TENN. | 


iT 0. HENRY * GREENSBORO, NW. C. 
+The JEFFERSON DAVIS * MONTGOMERY, ALA. 
+ The SAVANNAH * SAVANNAH, GA. 

tT ST. CHARLES + NEW ORLEANS, LA. 


The Dinkler Hotels are modern 
in every respect and are con- 
veniently located on the prin- 
cipal highways in the South. 


DINKLER HOTELS 


LING DINKLER, PRES.& GEN.MGR. 


{000 ROOMS in SOUTHERN HOTELS 


industries there, | 


ican get 


| offer. 


NEW CRACKER 


KESSLER PRESENTS: 


% ooteu NEW FASHION 


ale 


“Hm Crackers 
= 


2 


TOWN MOUSE Annan 


> KEEBLER 


— = ae enter 
i. Oe eee 


ce ee ee 


A cracker that “won't crumble" is pre- 
sented to Hartford consumers in this 
large-space newspaper ad promoting the 
new Town House crackers produced by 
Keebler-Weyl Baking Co., Philadelphia. 
McKee & Albright is the agency. 


_ while copy develops the argument 
| that they do, not only because they 
are better shoppers but because 
| good clothing is available at popu- 
lar prices. To the question whether 
this is also possible in men’s cloth- 
ing, the answer is “Yes, at Roger 
' Kent.” 

Another typical insertion, headed 


“Suppose we turn the _ tables, | 
ladies,” will call attention to the 
many advertisements which urge 


women to keep their youthful ap- 
pearance. “We believe that women 
|do this instinctively,” copy con- 
tinues, “and that the shoe is more 
|often on the other foot! It’s the 


If you want to be as proud of your 


the day you said ‘yes,’ 
whisper ‘Roger Kent’ in 
next time he needs a new 
coat.” 

The Roger Kent shops number 
six, located in New York, Phila- 
delphia, New Haven and Cam- 
bridge. Morton Freund Advertis- 
ing Agency directs the account. 


PENNY CANDY STAMPS 
IN PREMIUM DEAL 
Milwaukee, Wis., Nov. 


why not 
his ear 
suit or 


19.—One 


| ever developed to promote a penny 
|candy bar is being used by the 
| Howard B. Stark Candy Company 
|in the Green Sheet of the Milwau- 
| kee Journal. 

A free premium 


offer whereby 


any purchaser of a penny Snirkle 


The Big Penny Candy Bar 


Here's a lot of ewell-testing chewy candy fer @ penne! A reel 
candy ber, wholesome ond clean in its transparent wrapper, « 
levorite of guung and wld Boys begtl . . Soy SHIR ELLOS. 


PROGUCT OF HOWARD & FTAtE €0.. mBiLwagenE 


different assortments of 
postage stamps from all over the 


world is made in connection with 
the test. The Green Sheet carries 
a daily column about postage 


stamps which is followed by thou- 
sands of stamp collectors through- 
out Milwaukee and Wisconsin. 

On the back of each Snirkle 
wrapper is printed the free stamp 
The purchaser mails the 
wrapper direct to get his choice of 
| nine different sets of stamps. To 
obtain the complete series, the cus- 
|tomer must buy eight additional 
| Snirkles. 
| During December and January, 
|each box of Snirkles going to deal- 
ers will carry a special sticker good 
| for a 10 cent cash or credit rebate. 


| Sunnyvale Buys Time 


| Sunnyvale Packing Company, 
maker of Rancho soups, will spon- 
sor three 15-minute programs per 
week over the Columbia Pacific 
| Network beginning Jan. 5, 1942. The 
programs will be heard Monday, 
Wednesday and Friday from 10.45 
\to 11 a. m., PST. The program will 
| be announced later. Lord & Thomas, 
|San Francisco, is the agency. 


man who usually neglects himself. | 


husband’s appearance as you were | 


of the first advertising campaigns | 


Farm Paper 
Publisher, Dies 


| Des Moines, Nov. 19.—Clifford V. 
| Gregory, 58, associate publisher of 
|Wallaces’ Farmer and Iowa Home- 
stead and Wisconsin Agriculturist 
and Farmer, died here yesterday 
after an appendectomy. Dante M. 
Pierce is publisher of the publica- 
tions. 

Besides being one of the nation’s 
leading agricultural authorities and 
long a close friend of Vice - Presi- 
dent Henry A. Wallace, Mr. Greg- 
ory also was a director of the Fed- 
eral Reserve Bank of Chicago. He 
was editor of Prairie Farmer for 27 
| years. 
| Mr. Gregory was one of the 
|authors of the original agricultural 
| adjustment act. 


| — 
\JOHN R. DERSHUCK 

Hazleton, Pa., Nov. 17.—John R. 
Dershuck, co-owner with Henry 
Walser of the Hazleton Plain 
Speaker and Standard - Sentinel, 
died suddenly Nov. 12. 


GEORGE H. LUCIUS 


East Orange, N. J., Nov. 18.— 


| 


George Henry Lucius, in charge of | 


window 


| Lorillard Company, died at 


display advertising of P.| 
his | 


| home here last weekend after a six- | 


months illness. He was 69 years 


old. Born in West Point, Miss., Mr. | 
Lucius joined the American To-| 
bacco Company shortly after his | 


graduation from West Point Acad- 
emy. In 1911, he became affiliated 
with the Lorillard Company as a 
member of the sales staff. 


CHARLES M. REDFIELD 
Malone, N. Y., Nov. 17.—Charles 
M. Redfield, 82, founder of the Ma- 
lone Evening Tribune, died here 
Nov. 11. The Tribune was sold to 
the Gannett Newspapers in 1929. 


| 


Window Displays 


Aid WHK’'s Newest 
Product Promotion 


| Cleveland, Nov. 19. — United 
Broadcasting Company has 
panded its unique merchandising 
system to tie in its radio broadcasts 
| with sponsored products. 

| The company, which operates 
| WHK, WCLE, and WHKC, launched 
its Merchandising Display Guide 


service several years ago under the) 


direction of Robert Greenberg, pro- 


berg’s idea to merchandise spot 
announcements through the use of 
special recordings which were given 
to dealers, in order that the dealers 
might listen to the announcements 
when they had time. 

Latest development in the com- 
pany’s efforts to tie in radio and 
retail selling is the display cards 
distributed to Cleveland dealers 
handling each advertised product. 
These window cards, 7 x 14 inches, 
are placed beside displays of the 
product. The cards give relevant 
information about both the program 
and the product. In some 


product-program promotion. 


* Bellevue 


othl 


is a symbol of American life in its 
most satisfying mood. Modernized 
rooms at reasonable rates . . . aif-con- 
ditioned restaurants . . . new popular- 
priced Coffee Shop serving all meals. 


BELLEVUE 
STRATFORD 


PHILADELPHIA 


One of the Few Famous 
Hotels in America 


CLAUDE H. BENNETT, General Manager 


ex- | 


| 
| 


| enterprise. 


| ficers were reelected. The 1942 con- 


Names Downing Vv. P, 


| 
| 


motion manager. It was Mr. Green- | 


| 
| 
| 
| 


cases, 
stores have devoted windows to the | 


|of National Advertisers (ApvVERTIS- | 
| ING AGE, Nov. 17) by asserting that | 


BRIEF COPY CARRIES THE APPEAL 


C. Schmidt & Sons, Philadelphia, depends upon few words and excellent illus- 
trations to attract attention in these newspaper advertisements promoting its 


beer and ale. Al Paul Lefton Co. handles the account. 


Real Estate Raises G. H. Smith 


G. H. Smith, formerly general 
merchandising manager for the 
|} company, has been named general 


Boards Condemn 
4 |sales manager of Edison General 
Fixed Rentals | Electric Appliance Company, Chi- 


Detroit, Nov. 19.— The National) ¢8°. 
Association of Real Estate Boards| 
went on record at its recent conven- | oe & a © & & a * 
tion here as being opposed to any 
effort to freeze rentals, which the} @ 
@ 


association believes will result in| 
a housing shortage, and urged that 
the government be given statistics 


showing the economic advantages | ( () | | | \ § 
of uninterrupted private home = 
building. 

The convention struck a note | * 


MILLER & 
HUTCHINGS 
INC. 


similar to that of the Association | 


private enterprise must be pre-| 
served and warning that the in-| 
creasing absorption by government | 
agencies of business 
threatens the principle 


functions | 
of private 
The association elected David B. 
Simpson, Portland, Ore., president 
for the coming year. All other of- 


vention will be held in St. Louis. 


® Photo-engravers in Chicago 
207 North Michigan Ave. 


@ FRANKLIN 5854 
eeeeooeee50 


Richard D. Downing, at one time 
with the former Procter & Collier 
agency, has joined John Bunker, 
Inc., Cincinnati, as vice-president. 
Frederick R. Sullivan has been 
named an account exectuive. 


- Winston-Salem Business 
Up 36% Over Year Ago! 


All along we've been saying that the Winston- 


Salem market (109.833 folks within fifteen minutes 
of downtown retail area) is a “must” for adver- 
tisers seeking increased sales. And here’s added 
147 
trading areas shows that on November 1, business 


37% 


proof, A survey” of business conditions in 


in Winston-Salem was above the present 


“normal” and 36°) above November 1, 1940. 


Which isn't hard to explain! The cash registers 


here have been singing a merry song of 5-A-L-E-S 


because the people gainfully employed in indus- 
try and agriculture are well able to buy the things 
| they need. And the extra millions in CASH being 
turned loose to farmers who sell their tobacco 
crops in Winston-Salem is another of the many 
reasons why you should include this market on 


.. NOW! 


your schedules . 


*Brooke, Smith, French & Dorrance. Ine. 


PARADE is now an added Sunday feature of 


The JOURNAL and SENTINEL 


in Winston-Salem, North Carolina 
National Representatives: KELLY-SMITH COMPANY 
| NBC Radio Station WSJS NBC 
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, ; | ars 
Standard Names BBDO lisher might follow to obtain in-| that with a decrease in promotional | certainly logical that a publisher 


: . | 

; ' ased revenue. The ones we refer | activity and the subsequent savings | would pass on his increased pub- 
Standard Oil Compan f Cali- High I M g in |creas . : . | hichi 

Po nan nommed BBDO. San aol e q aZ e to (and you may know others) are | he could maintain his present cir- | lishing costs to the consumer. T) 


e 
cisco, to direct its advertising. |—(1) by increasing the price of the culation without a great deal of pro- | Consumer is the ultimate beneficiary 
Rates Protested _publisher’s product (his magazine) | motional effort. jof the magazine, and there is no 
to his consumer (the magazine| “If the savings from this source | justification for asking the adver. ff 
If Your Food buyer). (2) by reducing or even|are not sufficient to meet the gen- | tiser to pay for the increased manu- 


Products Contain b Two A . ‘eliminating circulation promotional eral increased cost in publishing, we facturing bea sag may an send = 
VITAMINS | y gencies activities. (3) by eliminating the | believe the second step would be to | P@YS dort ae ci Ni 
You'll be glad to know that ff | | heavy promotion and sales cost that | raise the price of his product (the We believe that those publishers 


Buffalo people are following | | (Continued from Page 1) publishers now maintain in order to| magazine) to his consumer (the |W° meet their increased costs by 
ragged agg Smog the time- | tising to overcome this increased re- | sell the marginal advertiser in com-| reader). Such a move would be other — than passing it off on 
“All Out on Vitamins” sistance. The reduced advertising | petition with other magazines. fully justified in that, with a gen- advertisers will be following the 

By Forrest Williams effort would reflect in sales, future| “In our opinion, in times like the eral rise in prices, the real value of right course—and certainly as long 


as cost (relationship of circulat on 
}and rate) remains the important 
| factor that it is in our evaluation of 
_magazines, publishers who do other- 
wise will be at a disadvantage 


ne ore” laa profits and future advertising ap- | present, the most logical method of a dollar becomes less and the pub- 
Courier-Express propriations. It would ultimately | obtaining revenue for a publisher is | lisher, if he were to maintain his 
Investigate this pre-condi- | reach the publishers in decreased to decrease circulation promotional | selling price to the consumer, would, 
tioned ‘‘vitamin conscious’ advertising revenue. activity. As people obtain larger | in effect, be giving the consumer a | 


ket today! &“ : — ts a . 
nay Pog cM ihe al There are three other moves that incomes it becomes less difficult for | reduction in the cost of his publica- | 
these educational articles. | we believe are more logical and/a publisher to obtain circulation. tion. Cite Increased Costs 


| sounder economically that the pub- Therefore, it would seem natural “Therefore, it seems only just and 
The Kastor letter referred to the 


increasing difficulty of “manufac- 
|turers of practically all products to 
realize a profit on their merchandise 
'due to increased costs,” and con. 
tinued: ‘We feel quite certain that 
you do not wish to add further to 
their present burden by increasing 
their selling costs. We realize that 
| you, too, have your problems but 
we feel that they could be solved in 
some other manner, rather than 
passing any increased costs along to 
the advertiser. The thought comes 
to us that economies could be 
effected by: 1. Reducing the expen- 
ditures of promotion cost. 2. Reduc- 
ing bonus circulation, more to a 
normal basis. 

“We feel that a raise in rates at 
this time would be very unpopular 
with the advertisers and would 
without a doubt result in quite a | 
loss of linage in the magazine field 

“Now, more than ever before, na- 
tional advertisers are exploring 
every form of media and the cost of 
same as a possible vehicle for the 


“Gosh-a-mighty! 
Who thinks ’em up?” 


: ‘ 

/conveyance of their message to the ; 

we consuming public, as they must be ; 

ed | assured of the greatest possible r 
‘ 

tS tiie, é value for every dollar spent in ad- t 


| vertising.” 

| Last year Pedlar & Ryan placed 

|} approximately $4,000,000 worth of 

| business in national magazines, 

| while the Kastor total is estimated : 

at $1,000,000. | 
Spokesmen for leading national 


magazines were inclined to reject 
| the agencies’ arguments as “incon- 
'sistent,” pointing out that on the i 


one hand agencies are urging their 
| clients to permit no letup in promo- 
tional activity during the emer- ( 
gency, while on the other they sug- | 
gest that publishers do this very 
thing. The publishers insisted that 


increased costs do not stem pri- ; 

|marily from bonus circulation. As | 

| justification for increased rates the) 

cited substantially reduced profits 

for publishers during the past yea! si 

in spite of increased sales volume. D 
At the same time the argument! st 

over adjusted rate schedules was st 


being waged, rumors heard on sev- 
eral occasions during the past year, 
indicating that some women’s mag- 


A long-suffering executive speaks his mind ppp egy eg FP 


lishers generally declined to com- Si 
ment on these reports, although 1? fe 
the case of one well known maga- . 
| zine it was made clear that such ‘ 
| move was extremely unlikely 
“A ME! It happens every year, just thing like that. But brother, Vm getting = land on my desk this Christmas and ca 
about this time—when firms we do — desperate! Vll either have to build a hear ‘em gurgle!” be 
; : : — . . ’ tel 
business with start sending me Christ- | Gadget Annex to my office or—say! I’ve SPOTCASTING e 
mas gifts, got a better idea... eee id 
es aS ia Srerh acheiies BUILDS MORE SALES 
I don’t know why they do it. They If my business friends insist on E: 
don't have to. I certainly don’t ask — giving me a Christmas remembrance, a AT LOWER COST! . 
ae : : Sys: 1 Big 
ins | them to. why, oh why don’t they make it a bot- pts -_—__— Me 
F “s , tle or so of my favorite whiskey—Four | R 
Over the years, I've accumulated | More money for me 
Roses! the HOT SPOTS ter 
brass toadstool paperweights and non- ' te 
F running clocks—one even set into an “There's the solution of the whole 
2 . ¢ ; , TD Nothing wasted on 
a elephant’s foot. A horse that whistles — problem! I can take a bottle of Four the acne SPOTS 
and holds cigarettes ...a streamlined — Roses home with me... pull out the 
train that’s a penholder. And a cigar — cork ... and pour some out for my good 
lighter that plays Jankee Doodle but friends to share with me. What's more, 
won't light. Gosh-a-mighty! Who thinks — [ wouldn't be expected to keep a Four 
‘em up? Roses bottle on my desk all year, just 


“Most of tI leet in case the man who gave it to me drops 
. > «rg* . ave re > ’ @ . . . 

) Los ol the gorgeous gadgets peo a Four Roses is a blend of straight 

ple give me cost too darn much money whiskies—90 procf. lrankfort Distil- 


just to throw them away. And besides. “Boy, wouldn't it be great if I could leries, Inc., Louisville & Baltimore. 
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